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Rough Proofs BURNER MAKERS Survey Shows Salary SAGER PLANNING 


Bruce Barton, the well-known 
writer, tells the readers of the 
American Magazine that Calvin 
Coolidge drinks a cup of hot choco- 
late every night before going to bed. 
I wonder if Bruce Barton, chairman 
of B. B. D. & O., happened to find 
out the name of the favored brand. 

* + + 


Some of the distribution experts 
in the petroleum industry think 
there are too many filling-stations. 
The only time you’re disposed to be- 
lieve there are too few is about 
twelve o’clock at night when your 
gas-tank’s empty. 

* ~ * 


A Chicago business writer talks of 
“men cooling their heels in the anti- 
room.” This may have been an in- 
spired version, as there is nothing 
which creates an anti so promptly as 
requiring him to cool his heels over- 
long. 

* * * 

The National Broadcasting Com- 
pany recently announced that 
“Merle Thorpe, contralto,” would 
broadcast on the Maxwell House 
coffee hour. Friends of the editor of 
Nation’s Business knew he was good 
to the last drop, but they were re- 
lieved when the NBC correction 
sheet explained that they really 
meant Merle Alcock, of the Metro- 
politan Opera Company. 

+ * * 


Walter Gardner, of the Cater- 
pillar Tractor Company, says that 
too many advertisements are writ- 
ten for the purpose of competing for 
the Harvard Awards. Advertising 
men, like golf players, simply must 
have a cup hefore their friends will 
believe they’re good. 

* * * 


A New York advertising agency is 
going to have space salesmen make 
group presentations of their publi- 
cations to space-buyers, account ex- 
ecutives, et al. And if the orders 
don’t come through, the space sales- 
men will be right around again the 
next Monday morning cluttering up 
the reception-room. 

* * * 


This nice, new, freshly-laundered 
plan of seeing publication represen- 
tatives once a year and letting it gc 
at that is very pretty to read about, 
but illustrates the essential differ- 
ence between space-buyers and space- 
sellers. The former can’t under- 
stand why every salesman wants to 
be on the list, and the latter can’t 
see how in hell anybody can leave 
them off. 


* * * 


Lucky Strike is going after one- 
cent business with a new vending- 
machine. This ought to appeal espe- 
cially to the nice old ladies who have 
been in the habit of saving their 
pennies for the missionaries in 
Darkest Africa. 


* * * 


A safety-shoe manufacturer is of- 
fering a bond to cover toe injuries 
received by wearers. One of our 
frivolous readers wants to know if 
the indemnity company will regard 
all claims presented as total losses. 

* * * 


ADVERTISING AGE published a pic- 
ture of Glen Buck at the wheel of 
an Oldsmobile in 1902, when he was 
advertising that car. The thing to 
smile over isn’t the 1902 Oldsmo- 
bile, but the fact that the adjectives 
* they expended on it then were just 
as good as those which are used for 
the 1931 model. 

Copy Cus 


HEAP ANATHEMA 
ON GARBER BILL 


Say It Would Destroy Their 
Business 


Washington, D. C., Feb. 19—Pre- 
diction that the oil burner industry 
would be wiped out of existence by 
the passage of the Garber Bill, 
which would place an embargo on 
refined oil products and limit crude 
oil imports to 16 million barrels a 
year, was made by William C. Mc- 
Tarnahan, of the American Oil 
Burner Association, New York, in 
testifying before the House Com- 
mittee on Ways and Means. 

Even more disastrous would be 
the enmity of the Latin-American 
countries now selling petroleum 
products to the United States, in 
the opinion of Michael O’Shaugh- 
nessy, editor of the Weekly Oil Bul- 
letin. 

The House Committee announced 
that it has concluded testimony and 
will hold an executive session. 


Effect of Prices 


Mr. McTarnahan declared that 
the business of heating buildings 
with oil has reacted over a period 
of 15 years closely to the rise and 
fall in the prices of oil—sales at the 
peak when oil was cheapest and at 
the lowest level when oil was at the 
top. 

He said that there is no doubt that 
an almost immediate effect of a cur- 
tailment of imported oil would be to 
send the prices upward and users of 
oil burners would find it far cheaper 
to use coal or other products. 

“The effect of this embargo and 
high tariff immediately and _in- 
evitably would be to raise the value 
of the oil in storage,” he asserted. 

“It is calculated that it would 
raise the price of crude by $1 per 
barrel, the refined oils by at least 
$1.68 per barrel. The result would 
be an overnight increase in the 
value of oil in storage in the United 
States by between $700,000,000 and 
$1,000,000,000. 


Result of Embargo 


“The result will be the closing 
down of factories now building oil 
burning equipment, dealers going 
broke and the general throwing out 
of employment of the thousands of 
men now engaged in this business 
directly, to say nothing of the thou- 
sands engaged in other lines.” 

Editor O’Shaughnessy told the 
Committee that citizens of the 
United States have investments in 
Latin American countries amounting 
to approximately $4,000,000,000, 
which would be jeopardized by the 
proposed embargo. 

“The practical business proposi- 
tion presented is,’ Mr. O’Shaugh- 
nessy added, “can the United States, 
enjoying a favorable balance of 
$330,000,000 in its oil trade with all 
the world, afford to jeopardize an 
investment of its citizens of $4,000,- 
000,000 in Latin America? 

“The passage of the Garber bill 
will aggravate our industrial diffi- 
culties at home and destroy our su- 
premacy in the logically indicated 
area of our future commercial ex- 
pansion in the Western Hemi- 


sphere.” 


Providence, R. I., Feb. 19—Sales- 
men working on a salary plus com- 
mission bring in more business than 
those working under any other form 
of compensation. 

Good management indicates dif- 
ferentiation in the value of retail 
outlets and larger rewards for open- 
ing up certain types than for others. 

These are two of the salient facts 
uncovered by the Department of 
Commerce in its distribution survey 
of the 179 members of the New Eng- 
land Manufacturing Jewelers’ and 
Silversmiths’ Association. 

The Department found that the 
average sales of manufacturers who 
pay all of their salesmen on com- 
mission only were $103,522. Those 
who pay salesmen fixed salaries did 
an average volume of $230,106. But 
the average of those who pay sales- 
men fixed salaries plus a commis- 
sion soared to $707,497 per year. 


Commission Favored 


In spite of this fact, the majority 
of jewelry manufacturers cling to 
the straight commission form of 
payment. Of 484 salesmen em- 
ployed by the manufacturers in- 
cluded in the survey, 187 are paid 
on a straight commission basis. In 
addition, most of the 201 salesmen 
classified as being paid a salary or 
commission receive only the latter, 
so that the Department estimates 


Plus Commission Is 
Ideal Combination 


that about 65 per cent of all sales- 
men operate on a commission basis. 


Most of the companies using the 
commission basis pay a fixed rate 
of 10 per cent. Others, however, 
use a differential percentage, pay- 
ing one figure for sales through 
some outlets and much less for sales 
through another. 

The Department of Commerce 
found that certain companies are in- 
terested in developing a certain class 
of customers and are willing to pay 
more for them than for others. For 
some, the commission is as low as 2 
per cent. 


Called Good Management 


“As a consequence,” remarked the 
Government agency, “seemingly in- 
consistent practices actually may 
be indications of excellent manage- 
ment.” 

Branch offices were shown to play 
an important role in securing sales. 
More than 53 per cent of the 179 
manufacturers embraced by the sur- 
vey do not maintain branch offices. 
The remaining 46 per cent who do 
maintain branch establishments se- 
cured 63 per cent of the business. 

More than half of the branch 
offices are located in New York, 
with Chicago next, and San Fran- 
cisco and Los Angeles tollowing in 
order. Only nine companies carry 
stock in their branch offices and the 
amount shows wide variations. 


Charles M. Pritzker 


Boston, Mass., February 20— 


Charles M. Pritzker, for three 
years. advertising manager of the 


with N. W. Ayer & Son. 


Last Minute News Flashes 


Pritzker to Direct Three-Ring Razor Circus 


AutoStrop Safety Razor Company, 
has been named advertising man- 
ager for the Gillette Safety Razor 
Company, placing him in charge of 
Gillette, Probak and AutoStrop ad- 
vertising. 

His capable direction of the suc- 
cessful campaign introducing the 
Probak blade and razor last year 
was largely responsible for his new 
appointment. 

In his three-fold capacity as ad- 
vertising chief for three safety 
razors, it will be Mr. Pritzker’s task 
to build sales for each without ad- 
versely affecting the others. 

Mr. Pritzker has put over many 
an advertising “scoop.” He obtained 
Probak testimonials from members 
of the Athletics and ran a smashing 
newspaper advertisement after their 
first victory last fall. Dealers all 
over the country were given copies 
which were posted in their windows. 
This was one of many similar plans 
that helped make Probak a sensa- 
tional success and resulted in Mr. 
Pritzker’s recent promotion. 


Erwin & Wasey Get Camel Cigarette Account 
New York, Feb. 20—Erwin, Wasey & Co. are now directing the adver- 
tising of Camel cigarettes, product of the R. J. Reynolds Tobacco Com- 
pany. The new agency launched a newspaper campaign this week. 
Camels spent $1,425,000 in magazines in 1930. 
It is understood the Prince Albert smoking tobacco account remains 


CAMPAIGN FOR 
FOUNTAIN PENS 


Retains Sheaffer's Old Adver.- 
tising Agency 


The Glen Buck Company, Chicago, 
newly appointed by the Sager Pen 
Corporation, of that city, has an- 
nounced that copy will be released to 
newspapers between March 15 and 
May 1. 

Plans call for gradual expansion 
until the national market is covered. 
For the first half of the year, adver- 
tising will be limited to primary 
markets, St. Louis, Indianapolis, 
Milwaukee, Des Moines and Kansas 
City. For the pre-Christmas cam- 
paign, newspapers in secondary mid- 
dle-western markets will be added 
to the list. 

Nine points of superiority, based 
on. patented mechanical improve- 
ments, are claimed for the Sager 
pen. The most important are that 
it has no rubber sack to wear out, 
holds twice the usual amount of ink, 
has a visible ink supply and a guard 
to prevent leakage. 

The Sager advertising will feature 
the $10 model, although the line 
starts at $5. Sheaffer’s leader is 
$8.75 and Parker’s $7.50. 


Unique Demonstration 


The company will have 100 demon- 
strating devices ready for its dealers 
when the advertising breaks. These 
resemble an illuminated miniature 
stage, about two and one-half feet 
square, with a panel filling the pro- 
scenium. 

Levers and a revolving arm fill a 
pen from a cup on one side of the 
stage and empty it into a cup on the 
other side. The device can be placed 
on a counter, or used as the center 
of a window display. Dealers who 
stock the merchandise will be en- 
titled to the use of a demonstrating 
machine for a week or two without 
charge. 

In lining up distributors, Sager 
salesmen will recount the experience 
of the Famous-Barr department 
store in St. Louis. To test the com- 
pany’s claim that its pens could be 
sold to those who already had a 
“lifetime” pen, the store opened a 
special Sager department where, in 
a 30-day period before Christmas, 
$1,524.50 worth of Sager pens were 
sold. This was about one-third the 
yearly volume on the best selling 
pen stocked. 


Plenty of Backing 

Among the directors of the com- 
pany are F. L. Maytag, Maytag 
Washing Machine Company, New- 
ton, Ia.; H. T. Rollins, Rollins Hos- 
iery Company, Des Moines, Ia., and 
Irving Warner, vice-president, du- 
Pont Company, Philadelphia. 

S. M. Sager, the president, who 
built up a stationery chain on the 
Pacific Coast and the largest foun- 
tain repair business in the country, 
is thoroughly conversant with the 
retailing situation. W. A. Rucker, 
sales manager, as well as several 
salesmen, was formerly with the 
W. A. Sheaffer Pen Co., Ft. Madi- 
son, Ia. 

Glen Buck had the Sheaffer ac- 
count from 1924 to 1929 when 
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ADVERTISING AGE 


February 21, 1931 


Sheaffer became the best seller. In 
this time the Sheaffer company in- 
troduced the colored pen, the lifetime 
guarantee, the unbreakable barrel 
and the desk set. The company also 
took the lead in price when it fea- 
tured the $8.75 leader in competition 
with a $2.50 prevailing price. 


Association 
Expenditures 
Are Analyzed 


Washington, D. C., Feb. 19—The 
expenditure of millions of dollars 
annually by trade associations in an 
organized effort to expand the mar- 
kets for the products of their indus- 
tries is disclosed in a preliminary 
survey made by the Trade Associa- 
tion Department of the Chamber of 
Commerce of the United States. 

The Chamber’s department can- 
vassed more than 1,000 trade asso- 
ciations to determine the amount of 
money they expended for trade pro- 
motion purposes in 1930. Out of this 
number, 400 associations reported 
that they had carried on trade pro- 
motion work last year, at a cost of 
more than $22,000,000. 

The largest single item of this 
total amount was the sum of $6,- 
653,351 for advertising in news- 
papers, magazines, direct mail, ra- 
dio, ete. The survey indicates the 
growing popularity of co-operative 
advertising as carried on by trade 
associations. Other specific items 
listed in the total expenditures are: 
Technical research, $1,199,731; mar- 
ket research, $306,360; publicity, 
$763,728; field service, $1,700,860; 
systematized education, $444,862. 

Thirty-seven organizations  re- 
ported total expenditures without 
specifying the manner in which the 
money was spent. The entire amount 
spent by these 37 organizations 
amounted to $11,054,155. 


Honor Club Officers 


President Earle Burke and C. E. 
Greenfield, of the San Francisco Ad- 
vertising Club, have been elected 
honorary associate members of the 
Charles Raymond Chapter of Alpha 
Delta Sigma, the professional ad- 
vertising fraternity. 


TEXTILE FIELD 
LOOKS BEYOND 
ITS OWN DOORS 


Publication Reviews Merchan- 
dising Successes 


New York, Feb. 19—How bril- 
liant merchandising successes have 
been achieved by many in its field 
was related by Textile World in its 
annual review and forecast number. 
This authority pointed to the Jant- 
zen Knitting Mills, Cannon Mills 
and others as examples that may 
logically be followed. 

“Heavy over-production capacity, 
large stocks with accompanying 
heavy overheads, resultant pressure 
in a declining market and greatly 
reduced consumption, prompted 
many manufacturers for the first 
time to look beyond the doors of 
their own shipping department to 
the point where their goods were 
finally used, and to consider the 
route by which those goods travelled 
to their destination,” said Tezxtile 
World. 

“Many producers found that their 
goods lost all identity before reach- 
ing the ultimate consumer. They 
found some traditional trade prac- 
tices extremely cumbersome, round- 
about. They realized for the first 
time that their particular branch of 
the industry was perhaps contrib- 
uting more than its share to the an- 
nual 4 to 6 billion dollar waste in 
distribution practices. 


“Some of those manufacturers 
have achieved a considerable state 
of merchandising-mindedness within 
a remarkably short space of time. 
They have created brands, developed 
packages, made sure that the final 
customers could always _ identify 
their products. They ‘have backed 
their new merchandising set-up with 
suitable advertising, and have built 


up remarkable performance records. 


to the editorial 


able throug 


® BLANKETING Quaury 
With HALF AA MILLION @ 


More and more alert advertisers are 
focusing their efforts on the picked pros- 
pects of quality markets where ample cov- 
erage is available. 


The Big Four reach half a million families 
of acknowledged quality. They are active, 
of broad interest, and possess the means to 
follow their desires. 


Selected by the appeal of editorial dis- 
tinction these people read with unusual 
attention. They are important to advertisers 
not for their obvious influence on others, 
but primarily for their own purchases of 
every quality product and service. 

Buying the Big Four unit gives with 
economy an advertising circulation equal 


realize the need of color for a dynamic 
presentation, additional savings are avail- 
h group management. 


The’ AGroup 
in the Quality Field 


Golden Book World's Work 


55 FIFTH AVENUE, NEW YORK 


circulation. For those who 


Review of Reviews 


“Other manufacturers have par- 


ticularly addressed themselves to 
building up more direct contacts 


Allyn B. 
director of the Pepperell Manutfac- 
turing Co., Boston. 


McIntire, advertising 


with their final customers and are 
no longer willing to take someone’s 
else word regarding matters vitally 
important to their welfare. 


Cultivate Disbelief 


“Hence, out of the period of great 
distress through which industry has 
been passing, many manufacturers 
are emerging with a well established 
market for their own brand of mer- 
chandise, and, what is even more 
important, with a more complete 
understanding of where their goods 
find a market, by whom and why 
the goods are bought, and how a 
specialized demand for those goods 
can be created. 


“There are and have been many 
manufacturers of swimming suits, 
but it took the Jantzen Knitting 
Mills to show that the public could 
be made to buy a specific brand of 
a rather seasonal commodity, and 
pay a higher price for the branded 
article. 

“Jantzen built its distribution 
through wholesaler and dealer chan- 
nels. This firm’s performance has 
been one of steady growth; even in 
1930 its sales went over 10 per cent 
ahead of the previous record year 
1929. It recently paid a 100 per 
cent stock dividend, increased its 
rate of cash dividend, and reports 
business coming in in 1931 at a 
steadily increasing rate.” 


The Cannon Mills did almost as 
well. The company stopped merely 
selling towels, sheets, and pillow 
cases to wholesalers and went to the 
housewife with its story of quality. 

“In a few years,” commented 
Textile World, “they have built up 
such public acceptance and good 
will toward the Cannon brand that 
retailers, so inclined, find it difficult 
to substitute. 


The Uses of Color 


“When color became a factor in 
their line of products Cannon Mills 
promptly cashed in on the demand 
by providing what the public want- 
ed. They take advantage of every 
new development of merchandising 
practices, bring out attractive pack- 
ages. Because of their aggressive 
merchandising methods they find 
themselves safely entrenched. 

“The Consolidated Textile Corp., 
with its ‘Fruit-of-the-Loom’ brand, 
has created a definite standard of 
quality in the minds of the public. 
Thousands of housewives refuse to 
buy any other sheets and pillow 
cases. 

“The Pepperell Mfg. Co. since 
1924 has concerned itself more and 
more with the ultimate users of its 
various products. In 1926 it de- 
cided to create its own sales organ- 
ization. Consumer goods today are 
carefully and attractively packaged 
to create greatest possible eye ap- 
peal. Goods made for the cutting- 
up trade are branded and a definite 
part of the advertising appropria- 
tion is spent in creating a demand 
for shirts, children’s garments, etc., 


Candy, Tobacco 


In Hardware Store 


New York, Feb. 19—Moe 
Cohen, proprietor of the Hay- 
market Hardware Co., Boston, 
has done so well with a candy 
department that he has de- 
cided to install a tobacco sec- 
tion, according to “Hardware 
Age.” 


made from 
terials. 

“Cheney Bros. no longer let any 
one in the plant decide patterns and 
colors. Fashion trends in fabric, 
style and color are carefully studied 
in many places. Markets for their 
products are studied from the stand- 
point of importance and volume. 
Retailers are given valuable co- 
operation, including fashion shows 
conducted by the manufacturer. 

“These specific examples prove 
conclusively that contrary to tradi- 
tional opinions textile products are 
susceptible to basically the same 
type of marketing and merchandis- 
ing treatment as are automobiles, 
shoes, electric washing machines, or 
Campbell’s soup. 


Pepperell-branded ma- 


Merchandisers at Helm 


“That leaders in the textile indus- 
try recognize this fact was recently 
emphatically demonstrated by the 
change in executive management of 
the American Woolen Co. The abil- 
ity of that company to produce sat- 
isfactory merchandise has never been 
questioned, nor was there any doubt 
that it could manufacture all the 
goods that it could sell, but its rec- 
ords over a period of years demon- 
strated that it could not sell all the 
goods it could make. 

“Merchandising-mindedness is go- 
ing to be at the helm of this com- 
pany in the person of the newly- 
elected chairman of the executive 
committee, William B. Warner, and 
the new president, Lionel J. Noah.” 

Textile World asserted that retail 
bankruptcies, which constituted 49 
per cent of all liabilities in 1926, 
were responsible for but 41 per cent 
of the 1930 total. The advertiser 
who would prosper must look well to 
his credits, it believes. 


Annual Art Exhibit 
To Begin April 18 


The tenth annual exhibition of 
advertising art, sponsored by the 
Art Directors’ Club of New York, 
will be held April 18-May 16 at the 
Art Center. 

The Art Directors’ Club Medal 
will be presented to winners in each 
of ten groups, while Barron G. Col- 
lier has offered a medal in the poster 
and car card division. 


Dotted Liners Give 


Night to Managers 

An Advertising Managers’ Night 
will be held by the Chicago Dotted 
Line Club at the Medinah Athletic 
Club March 2. 

Max Berns, advertising manager 
of the Universal Atlas Portland Ce- 
ment Co., will tell “What I Expect 
from an Advertising Salesman,” 
and B. C. Bowen, of Boot and Shoe 
Recorder, will reply. 


Arthur Flynn Joins 


“American Lawn Tennis” 
Arthur J. Flynn has been ap- 
pointed advertising manager of 
American Lawn Tennis, New York. 
Mr. Flynn was formerly adver- 
tising manager of Sporting Goods 
Illustrated-Journal and special ad- 
vertising representative of Sporting 
Goods Dealer, which he leaves to 
assume his new work. 


Cuneo to Print 


Gillette Publications 
The Gillette Publications, Chicago, 
will be printed by the Cuneo Press, 
as the result of a new contract 
signed by E. S. Gillette and C. L. 
McShane. 
The Gillette Publishing Company 
has six papers and the new contract 
involved $250,000. 


New Work for Rice 

Chester L. Rice has joined the 
advertising staff of the New York 
Times, in charge of building mate- 
rials advertising. 

He has seen service with The 
Tron Age, Advertising & Selling and 
Forbes Magazine. 


TELLS DAILIES 
OF HELP NEEDED 
BY ADVERTISERS 


MacFarland Addresses Press 
Association 


Hays MacFarland, president of 
the Chicago agency of that name, 
told the Inland Daily Press Associa- 
tion in Chicago this week that noth- 
ing could be deader than yesterday’s 
statistics. 

He made this comment in recom- 
mending a substitute for this kind 
of research, 

“The newspaper publisher and the 
advertising agent share the problem 
of making newspaper space produc- 
tive,” he said. “The volume depends 
entirely on results. 

“With respect to the national ad- 
vertiser, particularly, some news- 
paper publishers seem to feel that 
they have done all that is necessary 
when they secure his signature to a 
contract. Yet it is the national 
advertiser who is at a disadvantage 
in keeping posted on day-to-day con- 
ditions which are of vital importance 
in producing and releasing copy. 

“Instead of furnishing the adver- 
tiser with a blanket analysis, all 
of which is at least three months 
old, wouldn’t it be a good idea for 
newspapers to add to their staffs a 
bright young man or two whose job 
it would be to make individual sur- 
veys and keep the advertiser in- 
formed of developments during the 
course of the advertising?” 


Describes Duties 


Outlining the duties of the “bright 
young men,” Mr. MacFarland said 
they could study trade and consumer 
reactions to advertising, make sug- 
gestions to improve distribution, 
report on the local situation with 
reference to competitive products, 
etc. 

Discussing radio advertising, Mr. 
MacFarland said that newspaper 
publishers are needlessly alarmed 
for fear that radio advertising will 
decrease their revenue. 

“A study of the most successful 
radio campaigns indicates that co- 
incidental newspaper advertising has 
been indispensable to success,” he 
said. “The Pepsodent Company, for 
example, has used more newspaper 
space since beginning the Amos ’n’ 
Andy programs than in any other 
like period.” 

The Grigsby-Grunow Company, 
manufacturer of the Majestic radio 
and the largest radio advertiser two 
years ago, recently discontinued all 
radio advertising. The company is a 
MacFarland account. 

New officers of the Inland Daily 
Press Association are Fred Schilplin, 
St. Cloud (Minn.) Times and Jour- 
nal-Press, president, and A. O. Lind- 
say, Quincy (Ill.) Herald-Whig, 
vice-president. Wil V. Tufford con- 
tinues as secretary. 

New directors are Verne Joy, 
Centralia (Ill.) Sentinel; A. 
Clapp, Clinton (Ia.) Herald; H. H. 
Bliss, Janesville (Wis.) Gazette, and 
Fred Naeter, Cape Girardeau (Mo.) 
Southeast Missourian. 


Cigars On Air 

The Mi-Lola Cigar Co., Milwau- 
kee. will use a Sunday evening half- 
hour program on WTM4J, of that 
city, for Kenwood cigars. The ac- 
count is handled by Neisser-Meyer- 
hauf, Inc., Milwaukee agency, which 
will feature stars appearing at the 
RKO Riverside theater. 


Peyser With Agency 
Harry Peyser, formerly with the 
Brooklyn Daily Times, has joined 
the contact department of the Carl 
— Advertising Service, Brook- 
yn. 


Guarantee Prices 


The California Almond Growers ' 


Exchange, San Francisco, has guar- 
anteed its prices against a decline 
on purchases of the 1930 crop until 
August 1, 1931. 
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ADVERTISING AGE 


SANTA FE ISSUES FIRST WORLD'S 
FAIR POSTER 


S. 


CENTURY 
OF 


The first railroad poster to advertise the Chicago World’s 
Fair in 1933 appeared this week from W. H. Simpson’s adver- 


tising department in Chicago. 


The original is in eight colors. 


Hernando Villa, of Los Angeles, was the artist. Other railroads 
will shortly join the publicity campaign for the fair. 


Wholesalers 
Hold Own in 
Three Fields 


Washington, D. C., Feb. 19— 
Manufacturers of mechanical refrig- 
erators sell principally to whole- 
salers and manufacturers’ sales 
branches, these two channels taking 
96.7 per cent of 1929 sales of $161,- 
334,000. 

Remaining sales were made as 
follows: to commercial and indus- 
trial consumers, 1.4 per cent; to re- 
tailers, 1.2 per cent; to home con- 
sumers, 0.7 per cent. 

Wholesalers were the principal 
buyers of wool carpets and rugs in 
1929, taking 61.2 per cent of total 
sales of $174,010,000. Other sales 
were divided as follows: 

To retailers, 37.0 per cent; to 
hotels, theaters, etc., 1.6 per cent; 
to home consumers, 0.2 per cent. 

Wholesalers were also the domi- 
nant distributor of suspenders, gar- 
ters and other elastic woven goods, 
taking 52.9 per cent of the 1929 
sales of $30,366,000. Retailers ac- 
counted for 42.6 per cent, with sales 
to industrial consumers amounting 
to 4.5 per cent. 

Direct selling to users is the fa- 
vorite practice in the aircraft field. 
Of 1929 sales of planes and parts 
amounting to $60,752,000, users took 
54.2 per cent; dealers, 33.8 per cent; 
manufacturers’ sales branches, 12 
per cent. Of the total, 13.5 per 
cent went through manufacturers’ 
agents, selling agents, brokers, etc. 


Placing Foreign Copy 


Bejean Laboratories of New York 
and Paris have appointed the 
Gotham Advertising Company, New 
York, to direct their Latin-Amer- 
ican advertising. 


Hotel Engages Agency 

The Parkside, exclusive residence 
hotel of New York, has engaged 
Churchill-Hall, Inc., of that city, te 
handle its advertising. 


Paul Block Buys 


Los Angeles Daily 

Los Angeles, Feb. 19—Paul 
Block became the publisher of 
the Los Angeles Evening Ex- 
press February 16, the reputed 
purchase price being $2,800,- 
000. Guy C. Earl, Jr., was the 
chief owner. 

Mr. Block’s other papers are 
Brooklyn Standard Union, 
Newark Star-Eagle, Pittsburgh 
Post - Gazette, Toledo Blade, 
Duluth Herald and News-Trib- 
une, and Milwaukee Sentinel 
and Wisconsin News. 


Australian 
Copy to Run 
Three Years 


San Francisco, Cal., Feb. 19—A 
considerable part of the cost of 
the current advertising of the Aus- 
tralian National Travel Association 
is being borne by the Australian 
Government. The remainder of the 
appropriation is contributed by the 
state-owned railroads, hotel, ship- 
ping, insurance and other Australian 
interests. 


The campaign, which began in the 
fall, will run until May, being re- 
sumed in September. The associa- 
tion is spending about $38,000 a 
month in 20 American publications. 
Resources made available thus far 
insure continuance of the campaign 
for at least three years. In the 
meanwhile, it is hoped to perfect 
arrangements which will place the 
advertising on a permanent basis. 

The association has established an 
office in this city, in charge of Ar- 
thur H. O’Connor. Charles H. 
Holmes, a financier of Melbourne, is 
director of the organization, 

Publications carrying the Aus- 
tralian copy are Asia, Christian 
Science Monitor, Literary Digest, 
National Geographic, Review of Re- 


views, World’s Work and Travel. 


No. 50 of a Series 


* 


When the Crooks 


Stop Bootlegging 


* 


* ~@ An ex-crook writes an arti- 
cle in Scribner's for March about 
other ex-crooks. He is an ex- 
crook because he has stopped 
being a crook; the others are ex- 
crooks because they have stopped 
climbing porch pillars and have 
become respectable bootleggers. 

He asks the pointed question 
of what will happen to his old 
friends when Prohibition is re- 
pealed and there is no more 
bootlegging. He goes further, 
and answers it. 

He says in effect that crooks 
are like running water. If you 
stop them one place, they 
scurry around and get in motion 
some place else. If a bank robber 


stops busting safes and starts 


stealing automobiles, it is prob- 
ably not because he prefers 
stealing automobi: °3 but because 
a new safe has been invented 
which he can’t bust. 

He shows how you can ex- 
plain bank robbery figures with 
no great trouble. First the safe 
builder makes one the clever 
boys can’t blow. Then bank rob- 
bing drops off and Chiefs of 
Police in many cities publish 
their annual reports with pride. 
Then the clever boys invent a 
way of busting them and they 
bust them wide and handsome 
until the builders invent a new 
impregnable one, the Police 
Chiefs in the meantime putting 
their emphasis on how they are 
curbing the pernicious practise 
of double parking. 

But when the present day 


bootleggers are forced back in- 


to trade, then things will pop, 


contends our unknown corre- 
spondent. That is what the article 
is about and next to the Wicker- 
sham Report (even MORE than 
the Wickersham Report), it is the 
newest slant on Prohibition in 
many weary months. In March 
Scribner's, “After Repeal—More 


Crime or Less?” 


MARCH 


SCRIBNER'S 


Must Increase 
Postal Revenue, 
President Says 


Washington, D. C., Feb. 19—In 
signing a bill providing for a 44- 
hour week for postal employes, 
President Hoover announced he 
would recommend appointment of a 
Congressional committee to investi- 
gate methods of increasing postal 
revenues. 


Outside of the services being 
given to the merchant marine and 
aviation and the free franking privi- 
leges the Post Office Department’s 
deficit will amount to almost $100,- 
000,000, the President said. 


He attributed the deficit largely 
to the increased pay of postal em- 
ployes and the reduction in hours 
of service. It would be only just to 
the country, he said, that there 
should be an increase in revenue to 
meet this growing burden on the 
Department. 

The President said he had no par- 


ticular suggestions as to how the 
revenues should be increased. 


The new postal law, affecting 


about 110,000 employes, provides 
for extra pay for more than 44 
hours work per week. An alterna- 
tive is time off duty. 

The new law will take effect “at 
the beginning of the second quar- 
ter after its passage,” presumably 
July 1. 


Changes Type Page 
With its March issue, Fishing, 
New York, will adopt a 7 x 10 type 

page. The overall size is 9 x 12. 


“Radio” Changes Name 
Radio, San Francisco, has changed 
its name to Radio and Refrigeration. 


Radio Stations Must Keep Record of Programs 


Washington, D. C., Feb. 20—Accurate logs, both of programs and 
technical operations, will be required by an order issued by the Federal 
Radio Commission, effective March 1. 

The program log must contain an entry of all stations and call an- 
nouncements, with the time made; and an entry describing each program 


broadcast, with the time of its beginning and ending. 


transcriptions are used, that fact 
announcement made. 


If records or 
shall be noted, together with the 


Chicago Wants 1932 Direct Mail Convention 


Chicago has invited the Direct Mail Advertising Association to hold 
its 1932 convention in that city, as the result of action taken this week by 
the executive board of the Chicago Advertising Council. 

This year’s convention will be held in Buffalo in October. 


Population Trend to Cities Is Reversed 
Washington, D. C., Feb. 20—For the first time in ten years, the coun- 
try’s farm population increased in 1930, the Department of Agriculture 
announced. The total farm population January 1, 1931, was 27,430,000, 


compared with 27,222,000 January 1, 


1930. 


Fire Underwriters Must Approve Radio Sets 


Portland, Oreg., Feb. 20—As the result of recent fires, the city has 
announced it will enforce an ordinance passed in 1923 prohibiting the sale 
of any radio set not approved by the National Board of Fire Underwriters. 
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Merchandising Men to the Fore 


Mr. Lee, the new president of 
Armour & Co., is said by his asso- 
ciates to be primarily a merchandis- 
ing man, who knows the problems 
of the packing business as a result 
of years of experience in handling 
the company’s products. 


The selection of a man of this type 
to head a business of the size and 
importance of Armour & Co. is an 
indication of the demand today for 
those who are competent not merely 
to discuss general policies, but to see 
that they are put into effect. 


Merchandising experience enables 
an executive to see the product from 
the standpoint of moving it through 
all necessary trade channels to the 
consumer. He thinks of it in rela- 
tion to all of the factors who are 
concerned in its distribution and use. 


Such a viewpoint enables the ex- 
ecutive to see the advantages and 
disadvantages of given methods; the 
possibilities of improving the prod- 
uct from the standpoint of handling 
and consumption; the best ways to 
offset competitive attacks, and the 
advantage of advertising as a means 
of improving the merchandising 
position of the company. 


A practical merchandiser, who has 
the ripe experience given by actual 
contact with the business in which 
he is engaged, seldom makes mis- 


takes. One of the dangers of too 
much outside control and direction is 
the possibility of substituting theo- 
retical “efficiency” for practical 
knowledge of both the opportunities 
and dangers of the business. 


The meat packing interests are at 
a point where merchandising skill 
will be just as important as manu- 
facturing efficiency. In fact, com- 
petitive conditions in the food busi- 
ness demand greater ingenuity in 
coaxing consumer interest and get- 
ting a fair share of the consumer’s 
food dollar than ever before. 


The modification of the packers’ 
consent decree, affecting Armour as 
one of the big four, likewise projects 
this company into a broader mer- 
chandising field, since it will now be 
permitted to distribute other food 
products than meat. Just how it will 
capitalize the new opportunities 
which have been given it remain to 
be seen, but there is ng doubt that 
they will be taken advantage of. 


The popularity of Mr. Lee’s 
selection among the rank and file of 
Armour & Co.’s organization, and 
among executives throughout the in- 
dustry, has been suggestive. It will 
be interesting to see the way in 
which President Lee directs Armour’s 
merchandising activities, and it is 
safe to predict that his policies will 
be both sound and aggressive. 


Centralized Marketing Control 


Now and then the statement is 
made that in the case of some suc- 
cessful company sales and advertis- 
ing activities are kept completely 
separate, that the advertising de- 
partment has nothing to do with the 
sales department, and vice versa. 
The advantages of this plan, it is 
suggested, are that the advertising 
department is able to take a broader 
and more inclusive view of sales 
promotion than would be the case if 
it were compelled to relate itself 
solely to the immediate sales ob- 
jective of getting business right now. 


While this is an interesting view- 
point, and while in some specific 
cases the plan may have worked 
well, it does not seem to be in line 
with the increasing unanimity of 
belief that there should be centrali- 
zation of marketing control. Such 
suggestions as those of Lee Bristol, 
of the Bristol-Myers Company, for 
the creation of the post of director 
of distribution, merely emphasize 
the fact that central control is 
necessary. 


Insisting on this idea does not 
necessarily reduce the importance of 
the advertising executive. As a mat- 
ter of fact, merchandising strategy 
these days is so often built around 
an advertising plan that the quali- 
fied advertising manager might well 
be regarded as the director general 
for marketing operations. But 
whether this is the case or not sales 
and advertising activities should be 


closely co-ordinated, and that means 
central control. 


Assuming that the advertising de- 
partment, without knowing just what 
the sales tactics are to be, can go 
ahead and do the best possible job 
of getting acceptance and demand 
from the public is being unduly 
optimistic. On the other hand, as- 
suming that the sales organization 
can capitalize and use advertising to 
the greatest advantage without 
knowing in detail just how it is to 
function is also creating expecta- 
tions that hardly will be realized. 


The obviously effective plan is to 
have one marketing and merchan- 
dising policy, and to have men in 
charge of both sales and advertising 
who can carry out that policy. If 
they do, then their efforts will dove- 
tail; the advertising will fit the work 
which the sales organization is do- 
ing, and the salesmen will really use 
the advertising which is being pro- 
duced. 


Advertising men should not be 
proud of working in splendid isola- 
tion, nor should they consider it an 
indication of weakness to be asked 
to tie their campaigns directly to the 
every-day job of selling. After all, 
that’s what the advertising is in- 
tended to do, and it can’t do it suc- 
cessfully unless there is a practical 
agreement as to ideas and objectives. 
Modern merchandising doesn’t sepa- 
rate advertising and sales, but makes 


them one team. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


222. Selling the Small Towns. 

This booklet from the Household 
Magazine, Topeka, Kas., points out 
that small towns, due to the de- 
crease in farm population and the 
decentralization of industry, are 
growing faster than the cities. It 
discusses the interests of the small 
town people of today, estimates their 
buying power, and includes a break- 
down of circulation by counties. 


223. Information Concerning House 
Furnishings in Hawaii. 

The purpose of this 28-page book- 
let, published by the Honolulu Star- 
Bulletin, is to acquaint advertisers 
with the extent of the Hawaiian 
market for house furnishings. The 
data on kinds, styles, price ranges 
and other information. useful to 
American manufacturers contem- 
plating an invasion of this market, 
was compiled from numerous inter- 
views with business men in the vari- 
ous lines. 


196. The Home Town Paper of the 
Free-est Spending City in 
the World. 

While the weekly income of the 
easy-going folk of the amusement 
world averages $72.62, this sum is 
insignificant in comparison with the 
tremendous total spent by the seven 
major divisions of the amusement 
field. The Billboard reports in this 
analysis that “Amusement Town” 
paid out $3,750,000,000 last year for 
equipment with which to amuse the 
American people. 


218. A $100,000,000 Market for Lines 
Allied to Agriculture and 
Horticulture. 


A survey compiled by Seed World, 
Chicago, which gives some interest- 
ing figures on the 78 side-lines han- 
dled by dealers in this field, with the 
percentage of distribution attained 
by each class. The seed catalog as 
a factor in merchandise distribu- 
tion in this field is also discussed. 


214. The Place of the Trade Paper 
in the Advertising Plan. 


In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


194-a. The Marketing of House and 
Home Furnishings. 


This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 

186. Steel—Basic to Industry. 

Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


199. As They Like It. 


A brochure of excerpts from read- 
ers’ correspondence, edited by The 
Business Week, New York, in such 
a way as to tell the story of the 
magazine and to show the interests 
of the business executives who are 
readers. 
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Voice of the Advertiser 


Fair Warning to 
Advertising Agents 

To the Editor: Here is a letter 
received in the mail from a new ad- 
vertising agency: 

“On Guard, Gentlemen! You are 
hereby informed that I have set my- 
self up in the advertising business. 
Catch as catch can—the sky is the 
limit and your customers are legal 
game. If I can lure them from you, 
I shall do so, and be delighted to 
have succeeded in bagging such fine 
specimens. 

“Of course, I am not dangerous 
to you now, inasmuch as I am only 


beginning. I do not intend to set 
the world aflame. But I shall win 
my spurs. 


“Naturally, in my quest for ac- 
counts, I shall employ strict adver- 
tising ethics. But then, the ethics 
of an advertising solicitor are about 
three degrees lower than the Seven 
Capital Sins. Hence, anything goes. 
I’ll prove to the accounts that a 
large agency is really a Croesus at 
the Pump. 

“In case I have frightened you, I 
am willing to help you dissolve your 
business. My offer is 50 cents cash, 
providing you leave your inkwells. 
You refuse? You think your agency 
is worth more? Very well then, 
Gentlemen, On Guard!” 

Perhaps some of your readers 
would like to psychoanalyze this 
boy while he is still sweet and fresh, 
rather than wait until he has been 
batted around a bit at the detention 
hospital. 


ADVERTISING AGENT 
Chicago 


* * * 


Spring Is Here— 
The Renewal Season 
To the Editor: Check and double 
check on your offer of three years 
for $2. Sénd a bill. 
I consider ADVERTISING AGE the 
Time of the advertising field. 
S. M. GOLDBERG 
S. M. Goldberg Co., New York 


* * * 


“Damn the Depression! 
Fall Steam Ahead!” 


To the Editor: Hard times? The 
devil take it. Even in the midst of 
this so-called depression . . . it 
is a pleasure to spend money. And 
what’s more I’ll back up my state- 
ment by pinning a dollar bill to this 
letter for my subscription to ADVER- 
TISING AGE. 

It’s one of the best investments 
on the market today . . . and 
I’m confident of fifty-two dividends 
throughout the year. Thanks for 


the sample, it has made me an en- 
thusiastic reader. 

If you know of any other method 
of spending a dollar that will bring 
me such returns 
postage. 

HuGH B. TERRY 
C. H. Trapp Adv. Agency 
St. Louis 


»-_ * * 


Hide-Bound? 

To the Editor: We have been a 
subscriber for several months and I 
felt we should tell you that we like 
the manner in which you handle the 
news. 

In reading ADVERTISING AGE the 
writer gets the impression that you 
are not as hide-bound with tight 
policies as some other publications 
in the field. 

A. S. HARLEY 
Market Data Bureau, New York 


* * * 


Mr. Clarke Draws an 
Invidious Comparison 

To the Editor: Enclosed find a 
dollar bill for another year of the 
best bit of reading matter which 
comes to my desk on the advertising 
field. 

I certainly get a lot of valuable 
and interesting information from 
ADVERTISING AGE. 

CHARLES H. CLARKE, 
Adv. Mgr., Iowa Newspapers, Inc., 
Des Moines. 


* * * 


Taking the Curse 
Out of Blue Monday 


To the Editor: Herewith renewal 
subscription for your publication. 

It is certainly a treat to receive 
ADVERTISING AGE every Monday with 
its fresh news stories. 


E. H. Brown, 
E. H. Brown Adv. Agency, 
Chicago. 
+” * * 


They Had Sold Their 


Entire Consignment 

To the Editor: We learn in a let- 

ter from the New York Times that a 

recent issue of ADVERTISING AGE 

mentioned our publication “Around 
the Circle.” 


I would appreciate a copy of that 
issue. I might add that I searched 
Cleveland for an issue of your paper 
and was unable to locate one. This 
included the public library and sev- 
eral news stands. 


JOE WINGLER, 
Adv. Mgr., Fenway Hall, 
Cleveland. 
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ADVERTISING AGE 


Sa si 


BUY YOUNGGREEN 
STOCK IN AGENCY 


Milwaukee, Wis., Feb. 19—The 
interest of C. C. Younggreen in 
Klau- Van Pietersom - Younggreen, 
Inc., has been purchased by other 
members of the advertising agency 
and the name has been changed to 
Klau-Van Pietersom - Dunlap - Asso- 
ciates, Inc. 


Mr. Younggreen became president 
of the Dunham-Lesan Company, 
Chicago, last July, the name being 
changed to the Dunham - Young- 
green-Lesan Company. 


With the transfer of his stock in 
the Milwaukee agency, six men who 
have been with the organization for 
many years have become stockhold- 
ers and officers. They are Charles 
S. Mercein, Frank V. Birch, Lee I. 
Archer, B. J. Paulson, John H. Lem- 
mon and John Barnes. 


As reorganized, the agency has 
the following officers: chairman of 
the board, Gustav W. Klau; presi- 
dent and general manager, Walter 
F. Dunlap; treasurer, A. Van Pie- 
tersom; vice-presidents, Mr. Mer- 
cein, Mr. Birch, Mr. Lemmon, Mr. 
Barnes; assistant general manager, 
Mr. Archer; secretary, Mr. Paulson. 


The agency will celebrate its 25th 
anniversary June 1, having been 
established in 1906 as Klau & Van 
Pietersom. Two years later, Mr. 
Dunlap joined the organization and 
the name became Klau-Van Pieter- 
sem-Dunlap, Inc. 


The agency now has 60 accounts, 
many of which have been handled 
for ten years or more. It occupies 
15,000 square feet of space in the 
Commerce building. 


HEADS AGENCY 


Walter F’. Dunlap 


Mr. Dunlap was elected president 
of Klau-Van Pietersom - Dunlap- 
Associates in a reorganization this 
week. He was also president of the 
old organization. 


Form Visual Service 
Company in New York 


B. Franklin Haugh and Frank 
Lappin, formerly with the Jam 
Handy Picture Service, have formed 
the Visual Service Company, Inc., 
New York, in association with 
Loucks and Norling Studios. 

The new organization will plan, 
write, and visualize sales promotion 
ideas for those interested in the 
slidefilm and motion picture method 
of visual presentation for direct sell- 
ing, sales and service training, and 
other sales activities. 
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tionery bills. 


(1) enable you to cover 559 cities with suitable 
direct mail material between salesman'’s calls. \ 


(5) enable you to cut your printing and sta- 


(6) save you a sizable postage bill in a 12 
month period. 


AND STATE OF ILLINOIS, will 


ly 


(2) give you correct firm name. 
(3) give you names of firm members. 


(4) enable you to pick out selected lists of first 
line of attack prospects for intensive salesman 
and direct mail cultivation. 


SCRIBNER'S 
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< ARCHITECTS of 
CHICAGO ant 

“STATE of ULLINOIS 
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SCRIBNER'S 


TECTURE 


EDITED BY ARCHITECTS FOR ARCHITECTS 


CHARLES SCRIBNER’S SONS, Publishers 
597 FIFTH AVENUE, 


NEW YORK CITY 


front covers to 


ailvoxrtinest 


NY magazine must look inter- 
esting and attractive to catch 

the reader’s eye and bid for a little 
of his time. Consumer magazines 
attract their millions of readers by 
using cover paintings by Amer- 
ica’s leading artists. For the same 


So _________________________s 


Photo shows “Robinson” painting a 
cover for Motor. His cover paintings, 
which appear each month on Motor and 
American Druggist, are one of the best 
liked features of these magazines. Over 
50,000 readers have written to us, com- 


menting on these paintings. 


reason, Motor, American Druggist 
and American Architect repro- 
dice four color paintings on their 
front covers. 


It is unusual for a business maga- 
zine publisher to make such an 
investment to insure reader in- 
terest. But the Hearst Business 
Magazines are unusual! 


Many advertisers would be glad 
to pay a high rate for our covers. 
We prefer to surrender this in- 
come. We prefer to stimulate real 
reader interest in these maga- 
zines...reader interest that be- 
gins the minute they are taken 
from their wrappers. 


. © 

Hea rst Musitnbwd Magazines 

MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


Private Brands 
Faring Well, 
Jobbers Say 


Cincinnati, O., Feb. 19—The ma- 
jority of 306 wholesale grocers re- 
plying to a questionnaire of the 
Marketing Service, United States 
Printing & Lithographing Company, 
indicated the use of their private 
brands on an increasing number of 
items and also reported that private 
brands constitute a growing part of 
their sales volume. 

One question was: “During the 
past five years has the number of 
items on which you use your own 
private brands increased or de- 
creased?” 


Replies were divided as follows: 
149 users (76.8 per cent) reported 
an increased number of items; 14 re- 
ported a decreased number; 22 re- 
ported no change; 9 did not reply. 

The next question: “In relation 
to your entire business, are sales 
of your own private brands increas- 
ing or decreasing?” 

The replies: 155 (79.9 per cent) 
reported an increasing relative sales 
volume; 12 reported a decreasing 
relative sales volume; 17 reported 
no change;. 10 did not reply. 


Of the 194 users of private brands, 


156 estimated their sales volume as 
more than half of their entire busi- 
ness on the same items under brands 
other than their own. 


Get Car Account 

Bishop, McCormick & Bishop, 
Brooklyn and Long Island distrib- 
utors of Dodge Brothers pleasure 
and commercial cars, have placed 
their advertising account with the 
Bedford Advertising Agency, of 
Brooklyn. 


Becomes “County News’ 

The Whiteside County Farmer, 
Morrison, IIll., has become the White- 
side County News. The change was 
due to the fact that the paper is 
serving as many city people as 
farmers. 


To Buy Majestic 
The Grigsby-Grunow Company, 
Chicago, radio manufacturers, has 
been authorized to acquire its affili- 
ate, the Majestic Household Utilities 
Company, refrigerators. 


To Sell Daily 

The Louisville Herald Post will be 
sold to the highest bidder March 28 
by Ben S. Washer, trustee in bank- 
ruptcy. One-half of the price must 
be paid in cash, with the remainder 
in eight months. 

A separate bid must be submitted 
for the paper’s rotogravure plant. 


Pneumonia Fatal to 
Chicago Publisher 


Walter W. Manning, publisher of 
Woman’s World, Chicago, died in 
New York February 16 after a brief 
illness of pneumonia. He was 56 
years old. 

Mr. Manning became an advertis- 
ing salesman for McClure’s Maga- 
zine in 1910, and later became ad- 
vertising manager of the McClure 
papers. He joined the New York 
office of Woman’s World in 1914 and 
three years later bought the publi- 
cation. 

He was a close student of adver- 
tising and wrote “Handbook of Na- 
tional Distribution” and “Guide to 
Profitable Distribution.” 


Form Man Stories 
Magazines in N. Y. 


Formation of Man Story Maga- 
zines has been completed in New 
York. It will be made up of the 
Consolidated Group of 16 maga- 
zines, the Doubleday, Doran Fiction 
Group of two magazines and the 
Good Story Group of ten. 

Wild est & Complete Novel 
Magazine and Complete Detective 
Novel are additions to the Consoli- 
dated Group. 


Get Miss Barnett 
H. Liebes & Co., retail establish- 
ment of San Francisco, have ap- 
pointed Gertrude Barnett advertis- 
ing manager, 
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‘*Keep Thin’’ 
Boosted Sales 
of Gorton-Pew 


New York, Feb. 19—The “keep 
thin” idea as a copy theme was used 
in 1928 by the Gorton-Pew Fisher- 
ies Company, of Gloucester, Mass., 
more than a year in advance of its 
use by Lucky Strike, H. B. Le 


_ Quatte, president of Churchill-Hall, 


advertising agency, told the 
of Advertising Men 


Inc., 
Association 
February 13. 

Mr. Le Quatte outlined the nine- 
year sales and advertising record of 
this client. He said that in 1922 the 
Gorton appropriation for advertis- 
ing was only $16,000 and that in 
1930 the appropriation had reached 
15 times that amount. The adver- 
tising has been confined for the most 
part to newspaper space, 72-line ad- 
vertisements, 72 insertions a year. 
This is placed in towns only after 
60 per cent of the outlets have 
stocked Gorton products. 

The advertising appropriation of 
the Gorton-Pew Fisheries Company 
is based on 2.83 per cent of the sales 
volume, he explained. He pointed 
out that his agency never sought 
newspaper “co-operation” which ex- 
presses itself in dealer service, but 
if the newspaper is set up to render 
any auxiliary service, his agency in- 
sists upon getting it not only for 
one, but for all clients. 


Start Vi-Cod Copy 


Myers and Golden, New York, 
have started an introductory cam- 
paign in Philadelphia for Vi-Cod, a 
cod liver oil substitute made by the 
Sun Vitamin Company, Miami, Fla., 
and Oxford, Pa. \ 

Car cards, newspapers and radio 
are being used. 


Joins Cleveland Agency 


Thomas J. Patterson, formerly 
with the Bloomington (Ind.) Lime- 
stone Company, has become an ac- 
count representative with the Lee 
E. Donnelley Co., Cleveland. He 
will serve accounts selling to the 
construction field. 


ADVERTISING AGE 


DEFINITE JOBS 
SUGGESTED IN 
NEW CAMPAIGN 


Employment Copy ‘Lists 100 
Odd Tasks 


Washington, D. C., Feb. 19—A 
series of four advertisements, tc 
run in 2,000 newspapers throughout 
the country, will be placed in the 
immediate future by the President’s 
Emergency Committee for Employ- 
ment, as reported in ADVERTISING 
AGE of February 14. 

The copy, which will suggest edd 
jobs about the home as an employ- 
ment measure, will be supplemented 
by radio talks and other forms of 
promotion. 

Under the caption “Put a Neigh- 


bor to Work,” 100 typical jobs are} 


listed, some of which, it is believed, 
should be applicable to almost every 
house in the United States. 

In placing these suggestions be- 
fore the public, Col. Arthur Woods, 
chairman of the President’s Emer- 
gency Committee for Employment, 
has asked American citizens not to 
think of unemployment in terms of 
the national problem but simply as 
concerns the unemployed people in 
the immediate neighborhood. He 


said: 
A Community Project 

“Put those people back to work 
and that ends the unemployment 
problem in your vicinity. Don’t 
worry about other communities. 
They will take care of their problem 
in the same way.” 

The suggestions promoting direct 
use of lumber are as follows: Build 
shelves; build bookcases; build cup- 
boards; construct new partitions; 
construct wood boxes, étc.; repair 
furniture; repair walls; rebuild 
water tanks; construct sun parlor; 


construct sleeping porch; mend cel- 


certified industries. 


and construction. 


New York 
729 Seventh Ave. 


Buy Direct Access to 
a Certified Market 
in Better Theatres 


Alert merchandisers expect every dollar to do 
double duty in 1931. To do this they must con- 
centrate their advertising in clearly defined and 


Building and equipping motion picture the- 
atres offers an ideal field of this nature. 
servative estimates place the 1931 building total 
at more than 85 million dollars while many 
millions more will be spent in remodeling and 
bringing old theatres up to date. 


Better Theatres—published every fourth week 
as a special separate section of Motion Picture 
Herald (circulation more than 18,000 ABC)— 
reaches every important theatre executive, oper- 
ator, and builder—all of whom are intimately 
concerned with theatre maintenance, equipping, 


We will gladly furnish more information 
regarding this certified and concentrated market 
with its tremendous immediate purchasing power. 


Quigley Publishing Company 
Publisher of 


Better Theatres 
Motion Picture Herald 
Motion Picture Daily 


Chicago 
407 S. Dearborn St. 


Con- 


Los Angeles 
Hotel Roosevelt 


courtesy of Harper’s Bazaar. 


HOW THEY DO IT IN EUROPE 


One of the advertisements in the foreign exhibit assembled 
by Abbott Kimball, of Lyddon, Hanford & Kimball, and to be 
displayed at the Art Center, New York, March 2-14. This 
advertisement of washable gloves for Perrin will be shown by 


lar stairway; rebuild coal bins; 
patch roof; reshingle roof; repair 
fences; mend shutters; repair sid- 
ing; 

Renew weather strips; repair 
garage; construct outbuildings; con- 
struct sheds; build window boxes; 
repair footboards; insulate the attic; 
build clothes reel; and mend cellar 
doors. Such jobs as the laying of 
concrete sidewalks represent an im- 
portant secondary use of lumber. 

Of the 61 suggestions which defi- 
nitely indicate the use of materials 
rather than of services only, textiles 
and related products are included 
specifically in several instances and 
by inference in others. Readers of 
the advertisements are urged to re- 
upholster furniture, recover mat- 
tresses, lay linoleum, and repair 
shades. 

A recommendation to install cur- 
tain rods connotes an opportunity 
for the renewal or addition of cur- 
tains and, similarly, other sugges- 
tions are shaped to create sales pos- 
sibilities. 

How to Use Paint 

The suggestions promoting direct 
use of paint products are: Refinish 
furniture, stain floors, varnish 
floors, paint walls, paint woodwork, 
refinish picture frames, paint stair 
treads, whitewash cellar, whitewash 


outbuildings, paint cement floor, 
paint fences, paint house, paint 
trim, paint shutters, and polish 
floors. 


Of the 61 suggestions which defi- 
nitely indicate the use of building 
materials inside and outside the 
home, tinning is definitely men- 
tioned in the recommended mending 
of gutters, mending of leaders, re- 
newal of weather-strips, and repair- 
ing of flashing. Further use is con- 
noted in several of the general re- 
pair jobs which are enumerated. 

The recommendations promoting 
direct use of plumbing and heating 
products are: Renovate plumbing, 
renovate water supply system, re- 
build water supply system, rebuild 
water tanks, renew sewage disposal 
system, and heat garage. Several 
items of tinning work also are on 
the list. 

Readers are urged specifically to 
consider renovating their electric 
light system and installing new elec- 
‘ric outlets. Other recommenda- 
tions such as building a garage or 
constructing a new wing to the 
house should further create a de- 


mand for wiring jobs. 


ee 


Price Juggling 
Charge Against 
Safeway Chain 


, 


Lincoln, Neb., Feb. 10—A_ suit 
charging Safeway Stores, a corpo- 
ration operating grocery stores in 
various cities of Nebraska, with de- 
signedly underselling local competi- 
tors and discriminating in prices be- 
tween communities, “all for the pur- 
pose of destroying the business of 
local competitors,” has been filed in 
the District Court of Lancaster 
County in behalf of the State of 
Nebraska by the Attorney General, 
C. A. Sorensen. 


The corporation, which is said in 
the petition to operate stores under 
the names of “Safeway Stores” in 
some communities and “Piggly 
Wiggly” in others, is alleged to be 
“intentionally selling bread, sugar, 
baking powder, flour, meat and 
other commodities at a lower rate 
in some sections of Nebraska than it 
charges for the same commodities 
in others, after making an allow- 
ance for the difference, if any, in 
the grade or quality and in the cost 
of transportation from the point of 
production or manufacture.” 


This is alleged to be in contraven- 
tion of section 59-501, Compiled 
Statutes of Nebraska for 1929. 

The Attorney General, as plain- 
tiff, asks the court to issue a per- 
petual injunction to restrain the de- 
fendant from continuing the alleged 
practices. ' 


Clay to Coast 

C. W. Clay has resigned as ad- 
vertising manager of Albert Lifson 
and Sons’ retail chain, New York, to 
return to Los Angeles as sales man- 
ager of the Eggers’ Dollar Stores, 
a chain of nine stores. 

Mr. Clay once served the Broad- 
way Department Store in Los An- 
geles and was also with Barker 
Brothers, of that city. 


Issues Bulletin 


on Travel Promotion 
“The Promotion of Tourist Travel 
in Foreign Countries” is the subject 
of Trade Promotion Series No. 113 
of the Department of Commerce. 
It may be obtained from any 
branch or the Government Printing 
Offices for ten cents. 


February 21, 1931 


COMPLETES ITS 
FIRST CENTURY 


Philadelphia, Pa., Feb. 19—“The 
Country Gentleman has started on 
its second hundred years,” the 
March issue of that publication 
said. “It began its first hundred 
years on January 1, 1831.” 

The paper was established by 
Luther Tucker, who, though only 29 
years old, was already the success- 
ful publisher of the Rochester Daily 
Advertiser, the first daily newspaper 
west of Albany. At that time, 85 
per cent of the population of the 
United States was living on the 
country’s farms. 

Mr. Tucker’s publication was 
christened The Genesee Farmer, a 
weekly. The first issue of 1,000 
copies contained this editorial an- 
nouncement: 


“While most branches of science 
have been progressing, aided by the 
unwearied exertions of men of 
learning and invention—agriculture 
and horticulture have been, compar- 
atively speaking, neglected and for- 
gotten. 


Struggle Alone 

“Those who have been pursuing 
the primitive modes of tillage for 
subsistence have been left to strug- 
gle onward, unaided in their prog- 
gress by those means which have 
been given to others and which have 
proved the cause of their rapid ad- 
vancement.” 


In March, 1834, Judge Jesse Buel 
began publication of The Cultivator, 
a monthly, at Albany, under the 
auspices of the New York Agricul- 
tural Society. On Judge Buel’s 
death in October, 1839, The Culti- 
vator passed to Luther Tucker and 
early the following year was merged 
with The Genesee Farmer. 


The new periodical, called The 
Cultivator, was published by the 
Tuckers, father and son, until 1868, 
when it was merged with The Coun- 
try Gentleman, another Tucker en- 
terprise which had been started in 
1853. 


After the merger both names 
were retained until 1898, when the 
title was changed to The Country 
Gentleman. 


Four New Accounts 
for Homer McKee 


Four new accounts being handled 
by the Chicago office of the Homer 
McKee Company are the Extension 
Magazine, A. F. Dormeyer Mfg. Co., 
electric food beaters and mixers; 
the Pro-Chemical Laboratories, and 
the Slingerland Banjo & Drum Mfg. 
Co., all of Chicago. 

John Watson Wilder, formerly 
vice-president in charge of advertis- 
ing for Thompson Ross & Co., has 
become vice-president of the agency. 

John Paul Jones is an addition to 
the Chicago copy staff, while Nicho- 
las Moore has joined the Indiana 
olis office. Harry Lynch and M. i. 
Louth have been added to the Ko- 
komo (Ind.) branch. 


Sinsheimer Publisher 
of Clothing Paper 


Allen Sinsheimer, executive di- 
rector of the National Association 
of Retail Clothiers and Furnishers, 
Chicago, and editor of the National 
Retail Clothier and Furnisher, has 
become the publisher of the maga- 
zine, as the result of an agreement 
just concluded between him and the 
association. 


It will continue to be the official 
organ of the association, and Mr. 
Sinsheimer will continue as execu- 
tive director. It is announced that 
the editorial content of the publica- 
tion will be amplified as a result of 
the change. 


Singer with “Mirror” 
The New York Daily Mirror has 
appointed Harry Singer national 
advertising manager. Mr. Singer 


was formerly with Th merica 
Weekly. P "hr y 


+ 


Pass Outdoor Law 


The city council of Lincoln, Neb., 
has passed an ordinance regulating 
outdoor advertising. The law pro- 


vides for registration and perm 
for structures. - " 
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ADVERTISING AGE 


IN NEW WORK 


Propose Tax on 
Outdoor Advertising 


A bill providing for new outdoor 
advertising taxes has been intro- 
duced in the Connecticut legislature. 
It fixes a fee of $15 for 300 square 
feet or less; $30 for 300 to 600 
square feet, and $45 for 600 to 900. 


Gets Fire Account 
The Camden Fire Insurance As- 
sociation, Camden, N. J., has ap- 
pointed Jerome B. Gray & Co., 
Philadelphia, which will use insur- 
ance journals and direct mail. 


Have New Policy 


The Progressive Farmer and 
Southern Ruralist has announced 
that all five of its editions will be 
published in Birmingham. Three 
editions have been published there 
for several years. 


Dailies Resume 
Publication of 
Radio Programs 


Waterbury, Conn. Feb. 19.— 
Three Waterbury newspapers which 
embarked on a two-week experiment 
of omitting radio programs to de- 
termine whether the demand was 
great enough to warrant their pub- 
lication, restored the program list- 
ings within a week as the result of 
a deluge of protests. 

The programs were dropped by 
the Waterbury ‘Republican and 
American, affiliated morning and 
evening papers, and the Waterbury 
Evening Democrat, on February 9. 


They were restored February 14. 


Explaining the purpose of the ex- 
periment, William J. Pape, publisher 
of the Republican-American, de- 
clared that broadcasting companies 
are expecting a great deal of co- 
operation from the newspapers and 
offering nothing in return. He sug- 
gested that newspaper advertising 
of broadcasts would undoubtedly be 
the eventual solution, as several 
companies have already inaugurated 
the practice. 


Dissolve Partnership 


Louis Glaser and H. J. Marks 
have dissolved partnership. Mr. 
Glaser will continue the Boston 
agency of Glaser & Marks, Inc., 
while Mr. Marks will establish his 
own agency as L. J. Marks, Adver- 
tising. 


Revive Press Group 
The Nebraska Daily Press Asso- 
ciation was revived at a meeting at 
Lincoln last week, Ray W. Ham- 
mond, of the Fremont Tribune, be- 
ing elected tee mage 
E. M. arvin, of the Beatrice 
Sun, is vice-president and J. W. Sea- 
crest, of the Lincoln State Journal, 
secretary-treasurer. 


League to Continue 
The Omaha (Neb.) Advertising- 
Selling League will continue opera- 
tions, in spite of a recent vote to 
disband. Lynn Kilgore, of the 
Union Pacific, has been made execu- 
tive secretary. 


Heads Swigart Force 
Herbert L. Montgomery has be- 


come director of sales for the Swi- 
gart Paper Co., Chicago. 


After five years as vice-president 
of Ketchum, MacLeod & Grove, 
Pittsburgh agency, Ernest T. Giles 
will become general manager of 
sales for the National Fireproofing 
Corp., of that city, March 1. The 
company is the world's largest man- 
ufacturer of structural clay tile, 
with 22 plants. 


First Institute 


Is Launched 
in Richmond 


Richmond, Va., Feb. 19—Plans 
for an institute of advertising, 
starting at once and continuing un- 
til May 20, were announced today 
by Clarence Ford, Jr., president of 
the Richmond Advertising Club. 

The purpose of the institute is to 
create a greater understanding of 
the fundamentals of advertising 
principles. To carry out this pur- 
pose, Mr. Ford visited Philadelphia 
and New York and in collaboration 
with N. W. Barnes, former associate 
professor of marketing at the Uni- 
versity of Chicago and director of 
research of the Advertising Feder- 
ation of America, secured six speak- 
ers of national reputation to address 
the institute. 

The opening speaker was Gordon 
C. Corbaley, president of the Ameri- 
can Institute of Food Distribution, 
New York. He will be followed by 
Otto Kleppner, author of “Advertis- 
ing Procedure”; Professor Barnes, 
marketing consultant; Wm. Lang- 
reich, who has been instructor in 
advertising display at Columbia Uni- 
versity for 13 years; Oliver McLeod, 
director of the McLeod Display In- 
stitute of New York, and E. S. 
Severson, advertising manager of 
Strawbridge & Clothier, Philadel- 
phia. 

The initial address was on: “The 
Controlling Influencé of Advertising 
Today—The Consumer.” Others will 
cover, “The Advertising Spiral— 
How to Find Advertising Ideas,” 
February 25; “Making Advertising 
Copy Pay Dividends,” March 16; 
“The Language of Layouts,” April 
8; “Scientific Display Merchandising 
—Window and Store Displays That 
Sell,” April 29, and “Must We Guess 
About Money and Media for Ad- 
vertising,” May 20. 

The advertising institute is at- 
tracting unusual interest here. 


Returns to Erwin, Wasey 

Sherman K. Ellis, formerly vice- 
president of Erwin, Wasey & Co., 
New York, has returned to that 
agency as vice-president in Chicago, 
after spending two years in Cali- 
fornia. 


To Direct Research 
C. H. Cheasley, a graduate of Mc- 
Gill University, Montreal, has _ be- 
come director of research for Ste- 
venson & Scott, agency of that city. 


Oliver Transfers 
George Oliver, secretary of the 
Montreal Advertising Club, has re- 
signed from Le Canada to become 
financial editor of L’Jllustration. 


Gets Retail Account 
The retail advertising account of 
W. & J. Sloane, New York, has been 
or with Batten, Barton, Durstine 
Osborn, Inc., of that city. 


THE CONDE NAST GROUP 
OFFERS ADVERTISERS: 


Extremely high reader-buying 
power—and a minimum of 
waste circulation for the adver- 
tiser of Quality Merchandise. 


The biggest concentrated cover- 
age of the Class Market — at a 
surprisingly low cost. 


Unsurpassed influence with 
high-grade department stores, 
shops, dealers. 


An editorial formula for each in- 
dividual publication which stim- 
ulates interest in and desire for 
products advertised in that 
publication. 


A socially-active, free-spending 
body of readers whose influence 
over the buying ambitions of 
others less active, and of others 


-of more moderate means, is 


immense. 


The FREE-SPENDING wealthy 
MEAN MOST to advertisers ee 


‘“‘Financier Killed in Auto Crash.” ...So the headlines carried 
the story of a very wealthy banker whose motor turned over on an 


ice-glazed hill one winter night. 


But the newspapers missed the real dramatic point of the story. 
This banker was killed because his well-worn two-wheel brakes 
wouldn’t hold. He was driving a car of expensive make — but a ten- 
year-old model! 


Every year, in that ten-year period, the maker had improved 
his car... made it safer, among other things. Yet the banker had 


contented himself with the outdated, relatively unsafe model. 


He represented a tradition of ultra-conservative wealth — doubt- 
less a worthy enough tradition, but one which runs counter to every 
effort of the advertiser. 


As a purchaser of automobiles, at least, this wealthy and influen- 
tial banker was plainly of less value to the advertiser than some 
younger man making only twenty-five thousand dollars a year, but 


buying a good new car every year or two. 


It is for the free-spending wealthy—people of wide interests, hence 
multiple spending outlets—that The Conde Nast Publications are 
specifically edited—not for owners of ten-year-old motors. 


Vogue, Vanity Fair, and House & Garden deal, exclusively, with 
interests which can be cultivated only by people of means who also 
have generous spending habits. These interests include fashionable 
dress, charming homes and gardens, the latest and best in sport, 
ideas, plays, games, pictures, and all the other things which go to’ 


make up the lives of the socially-active, free-spending wealthy. 


It is largely because of their editorial vitality in the eyes of the 
free-spending wealthy that The Condé Nast Publications stand by. 
themselves as media for doing profitable business with the respon- 
sive wing of the Class Market. 


The Condé Nast Group 


VOGUE ¢ VANITY FAIR * HOUSE & GARDEN 
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February 21, 1931 


8,000 Pualestes 
Dealers to Sell 
New Motor Oil 


The Alemite Corporation, Chicago, 
which has announced a new motor 
oil, will compete in the higher price 
bracket at 35 cents a quart, together 
with other oils refined from Penn- 
sylvania crudes. 


The company’s ace in the hole is 
8,000 service stations throughout 
the country, which qualify as 100 
per cent Alemite dealers by con- 
tracting to use only Alemite lubri- 
cants. This status permits the serv- 
ice station to display the Alemite 
insignia tying in with the company’s 
national advertising. 

Due to patent monopolies on a 
part of the line, the company has 
developed many other outlets. The 
advertising campaign is helping to 
swing many of them into the 100 
per cent class, where they can cap- 
italize on the publicity. 


The advertising on the new prod- 
uct will be directed by the Chas. H. 
Touzalin Agency, Chicago. 

For the present, the motor oil ad- 
vertising, scheduled to appear in 
May, will be separate from that on 
the company’s other products. Offi- 
cials of the company say an origina! 
and powerful theme has _ been 
developed. 


Three Advertisers 


Select Lesan Agency 

The H. E. Lesan Advertising 
Agency, New York, will use busi- 
ness papers and direct mail for the 
Baldwin Belting & Leather Co., New 
York, a new account. 

Farm publications will be sched- 
uled for the Bonide Chemical Co., 
Utica, N. Y., while business and 
farm papers, with direct mail, will 
promote the products of the Nichols 
Copper Co., New York. 


Father Gordon Dead 


The Very Rev. Francis Gordon, 
C. R., died in Chicago February 13 
at the age of 70. He was the 
founder and publisher of the Polish 


Daily News. 


——MAR 


FOR LINES 
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A SURVEY OF A 
5100.000.000 


AGRICULTURE 
and 


HORTICULTURE 
JUST COMPLETED BY 


SEED WORLD 


SEND AT ONCE 
FOR YOUR COPY 


AND MAKE SURE YOU 
OR YOUR CLIENT 
GET YOUR SHARE 
OF THIS BUSINESS 
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Subscribe 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


Use the 


Now! 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 


Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 


Company. ....21- 
Street No. ..... 
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CENSUS REPORT 
SHOWS PLACE 
OF WHOLESALER 


1929 Volume in Los Angeles 
Exceeded Billion 


Washington, D. C., Feb. 19—The 
Bureau of the Census has issued a 
preliminary report on _ wholesale 
trade of Los Angeles, Calif., for 
1929. While a number of retail re- 
ports have been issued, this is the 
first in the wholesale field. 

The report shows that 1,732 whole- 
salers did a total volume of $650,- 
075,000 in 1929. There are, how- 
ever, 1,150 other types of whole- 
salers who did an additional $590,- 
521,000. 

The total of $1,240,596,000 for the 
wholesale field compares with a re- 
tail volume of $964,000,000 done in 
Los Angeles in 1929. 

The 1,732 wholesalers are divided 
by number and volume us follows: 

Cash and carry, 33, $6,622,000; 
commission merchants, 51, $26,731,- 
000; co-operative associations, 7 
$30,546,000; drop shippers, 11, $1,- 
547,000; export merchants, 13, $12,- 
367,000; importers, 59, $13,857,000; 
wagon distributors, 67, $13,857,000; 
wholesale merchants, 1,491, $544,- 
741,000. 

The 1,150 “functional” types of 
wholesalers line up as follows: 

Volume of Others 

Manufacturers’ sales branches, 
390, $285,514,000; bulk tank sta- 
tions, 22, $80,618,000; chain store 
warehouses, 23, $34,523,000; auction 


companies, 7, $1,153,000; brokers, 
105, $51,221,000; manufacturers’ 
agents, 487, $91,828,000; selling 
agents, 101, $26,337,000; export 


agents, 3, $845,000; shippers, 4, $5,- 
772,000; all other, 8, $12,705,000. 
The 1,732 wholesalers in the first 


»| class accounted for 52.4 per cent of 


the total volume of business, 65.74 
per cent of all employes engaged in 
wholesale trade, and carried 67.14 
per cent of the total inventories. 

The food and tobacco products 
group handled 30.21 per cent of the 
total volume of $1,240,596,000. The 
percentages of other groups are as 
follows: 

Automotive, 5.83; chemicals, drugs 
and allied products, 3.53; dry goods 
and apparel, 6.32; farm products, 
3.10; furniture and house furnish- 
ings, 2.89; hardware, electrical, 
plumbing and sporting goods, 11.79; 
lumber and building materials, other 
than metal, 4.17; machinery, equip- 
ment and supplies, except electrical, 
8.10; metals and minerals, except 
junk and scrap, 16.70; all other, 
7.36. 

Lead the Way 

The census figures on average 
sales per establishment show the 
co-operative associations leading the 
way with $4,363,000. Bulk tank sta- 
tions of the petroleum industry were 
second, with $3,664,000; chain store 
warehouses, third, $1,501,000; ship- 
pers fourth, with $1,443,000. 

The preliminary report does not 
include sales by Los Angeles manu- 
facturers made direct from their 
plant locations, nor does it include 
wholesale sales made by retailers. 
It does include whatever retail busi- 
ness was done by any of the 2,882 
establishments. 

The Bureau of the Census added 
that there is a certain amount of 
duplication in the figures, since 
brokers, selling agents and others 
are concerned with the same mer- 
chandise handled by wholesalers, at 
least to some extent. 


New Orleans Club 


Creates New Divisions 
The New Orleans Advertising 
Club has been divided into seven 
divisions, with chairmen as follows: 
Art and art directors, J. J. Wolf; 
production, Gratz True; copy and 
plan, Alan R. Martin; advertising 
managers, H. E. Ferrell; direct 
mail, Jules J. Paglin; marketing 
and research, Professor F. Santry 
Reed, Tulane University; sales, 
chairman to be appointed. 


PROMOTING WILSON BROTHERS’ NEW LINE 


, es 

uisplay piece which is helping to introduce Wilson Brothers 
new brand of Hurdler Underwear. It is sold for $5, half the cost, 
only to dealers who carry complete stocks. The company sup- 
plies a change of miniature garments for the 27-inch figure free 


every three months. 


Advertising Is 
Barred from 


Sunday Radio 


Toronto, Feb. 19—Elimination of 
all advertising from Sunday radio 
programs was recommended by the 
Canadian Association of Broadcast- 
ers at its annual meeting here. 

Advertising in Sabbath programs 
will be confined to the sponsors’ 
name, address, and the nature of his 
business or product, it was decided. 

Week-day programs after 7 P. M. 
should not include advertising in 
excess of 5 per cent of the time on 
the air, it was felt. Individual com- 


mercial announcements, known as 
“spot” announcements, will be 
barred after that hour. 

H. S. Moore, of Toronto, was 


elected president of the association, 
other new officers being: 


R. W. Ashcroft, Toronto, vice- 
president; Ewart Greig, Toronto, 
secretary-treasurer; and the follow- 
ing directors: 


A. W. Robb, Halifax; J. O. Apps, 
Montreal; J. A. Dupont, Montreal; 
Alex. Mackenzie, Toronto; Charles 
Thomas, London, Ont.; J. E. Lowry, 
Winnipeg; R. H. L. Martin, Winni- 
peg; Dawson Richardson, Winnipeg, 
and J. R. Foster, Red Deer, Alta. 


Hodgson Promoted 
by N. W. Ayer & Son 


After five years as manager of 
the Boston office of N. W. Ayer & 
Son, Inc., Hyland L. Hodgson has 
been elected a vice-president of that 
agency and transferred to New 
York, where he will have charge of 
business administration of the radio 
advertising division. 

Mr. Hodgson has been succeeded 
as Boston manager by Lorimer B. 
Slocum, who has been a member of 
the Boston staff since 1923. 


Ferris Heads Club 


John A. Ferris was elected presi- 
dent of the Austin (Texas) Adver- 
tising Club this week, succeeding 
Carl H. Mueller. 

Joe Juergens was elected vice- 
president and Billy Wyse and Ed 
St. John were re-elected secretary 
and treasurer, respectively. 

The directors are Mrs. Elizabeth 
Gardner, J. Gordon Wilcox, George 
Jackson and John H. Keen. 


Ashby Promoted 


A. B. Ashby has been appointed 
advertising manager for Sears, Roe- 
buck & Co., in Texas and parts of 
Louisiana and Arkansas. He will 
make his headquarters in San An- 
tonio. 


Joins Toledo Club 


R. H. Cromwell, of the Toledo 
News-Bee, is a new member of the 
Toledo Advertising Club. 


NO SUBSTITUTE 
FOR ENTHUSIASM 


Indianapolis, Ind., Feb. 19—The 
return of old time sales methods 
during 1931 was predicted by Ben- 
nett Chapple, vice-president and di- 
rector of publicity for the American 
Rolling Mill Company, and former 
president of the National Industrial 
Advertisers Association, in a recent 
address before the Page Wire Fence 
Association. 

The membership of this organiza- 
tion includes distributors for the 
Page Fence division of the Amer- 
ican Chain Company. 

“By old time sales methods,” said 
Mr. Chapple, “I mean real enthu- 
siasm and the use of personal in- 
genuity in contrast with the engi- 
neering salesmanship that has be- 
come so fashionable. Intensive sell- 
ing can never be confined entirely 
to engineering data, no matter how 
convincing it may be. Something 
more than data is necessary to 
create conviction.” 


Trade Experiences 

Mr. Chapple illustrated the point 
by telling of a recent experience. 
He became acquainted with a man 
in the dining car of a Pullman, and 
they fell to discussing business con- 
ditions. Mr. Chapple told of the de- 
velopment of the iron and steel in- 
dustry and of the important part it 
has come to play in modern life. 


When he finished the other related 
the story of his business, saying he 
enjoyed a big year in 1930 in spite 
of the depression. He was so un- 
bounded in his enthusiasm that Mr. 
Chapple was astonished when he 
learned his companion was engaged 
in the chicken feed business. 


“The point is,” commented Mr. 
Chapple, “that he was not the least 
daunted in comparing his business 
with iron and steel. On the con- 
trary, he discussed it so enthusias- 
tically that he left me with the feel- 
ing that I wanted to own a chicken 
farm. I really felt ashamed that I 
hadn’t been eating eggs for break- 
fast. 


“This man was typical of the new 
salesmanship—selling through en- 
thusiasm and real interest in what 
you have to sell. My own reaction 
to his talk is evidence of this, for 
certainly no amount of statistical 
data would ever have convinced me 
that I would be at all interested in 
owning a chicken farm.” 


Farm Papers Merge 


Farm and Home, Vancouver, B. 
C., has been consolidated with the 
Nor’-West Farmer, of Winnipeg, as 


the Nor’-West Farmer and Farm & 
Home, with Winnipeg headquarters. 
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ADVERTISING AGE 


WOULD APPLY 
NEW YARDSTICK 
TO NEWSPAPERS 


Length of Words, Sentences, 
Is Key 


New York, Feb. 19—While “Pub- 
lication and Advertising Agency 
Problems,” a new book by A. J. Slo- 
manson, account executive of the 
P. F. O’Keefe Advertising Agency, 
of Boston and New York, contains 
much of undoubted assistance to 
agencies and publishers, there is one 
chapter which will arouse an endur- 
ing debate if it is applied in prac- 
tice. 

This chapter is headed “Word 
Syllables—A Yardstick for Deter- 
mining Character of Circulations.” 
As the title suggests, the idea is to 
measure the value of circulations 
of publications, particularly news- 
papers, by the length of words and 
sentences. 

The longer the sentence, on this 
theory, the stronger its appeal to 
the erudite, who are presumed to 
have the highest incomes. The new 
yardstick was evolved by Harry 
Dexter Kitson, Ph. D., professor of 
psychology, Indiana University, and 


TAXI WEEKLY 


The trade newspaper of the . 
taxicab industry 
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STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 
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The Ambassador of- 
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APPLYING NEW TEST TO NEWSPAPERS 


TABLE I 


Showing percentage of words containing more than 
2, 3, 4 and 5 syllables in both papers. 


Over 2 Over 3 Over 4 Over 5 
Paper No. 1........ 13.2 4.6 1.2 0.0 
Paper No. 2 Toa 2.7 A 0.0 
Difference 5.5 1.9 5 aad 
Per cent 70 70 — | wpe 
TABLE II 


Showing number of words in sentences in both newspapers in percentages 
Over Over Over Over Over Over Over Over 


1-10 10 20 40 50 60 70 80 
Paper No. 1 16.9 83.1 49.0 223 85 2.7 08 0.2 ........ 
Paper No. 2.... 23.1 769 43.4 206 103 23 18 O06 0.3 


Difference 


Mr. Slomanson leads up to it in 
these words: 


Space Buyer’s Enigma 


“One of the enigmas of space buy- 
ing is the problem of determining 
the character of circulation of a 
newspaper. How can the _ space 
buyer really know whether or not 
a great percentage of the readers 
are of a higher character than those 
of another paper in the same city? 

“This problem is doubly impor- 
tant to advertisers who sell high 
priced goods since they know that 
over 96 per cent of the family in- 
comes in this country are less than 
$3,000 annually, and that more than 
70 per cent of this amount is spent 
for food, rent, and clothing. 

“The results of an investigation, 
recently made by one newspaper, 
among economists, sociologists and 
other minds of equal calibre seem to 
produce the feeling that although 
every income may ultimately grow 
in one way or another to a point 
where it will react to advertised ar- 
ticles, still, real conscious activity 
toward advertised goods does not 
start until an income is reached 
which is somewhere between three 
and four thousand dollars. 


“This same paper made an exten- 
sive investigation in its city to de- 
termine the educational standards of 
its readers. This survey revealed 
that the higher incomes paralleled 
those families where the educational 
standards were highest. 


“Such investigations, however, are 
too costly for the average newspaper 
to make, and for the purpose of de- 
termining the character of a paper’s 
circulation we must use a yardstick 
that can be applied without the 
necessity of employing a large staff 
of enumerators who would have to 
travel from house to house, over a 
long period of time, at a big ex- 
pense.” 


Basis for Yardstick 


That is where the new theory 
comes in. Professor Kitson chose 
two newspapers in one city for a 
test. 

From the editorial, news, and fea- 
ture columns of six parallel issues 
of these two papers, approximately 
5,000 words were taken in consecu- 
tive order—an equal number from 
each newspaper—and tabulated ac- 
cording to the number of syllables 
they contained. 


The results are shown in Table I, 
in terms of the percentage of words 
containing more than two, three, 
etc., syllables. These figures show 
that the number of words over two 
syllables long in the first paper is 
greater than that in the second by 
70 per cent, this ratio holding for 
all the polysyllabic words. 

In the continuation of the search 
for intellectual differences, the 
length of sentences was next meas- 
ured. From parallel issues and col- 
umns of the same two publications, 
a total of 8,000 sentences were taken 
in consecutive order. The number 
of words in each sentence was com- 
puted and recorded by tens. That 
is, sentences containing from one to 
ten words were grouped together, 
those from 10 to 20, 20 to 30, and so 
forth. The percentages are shown 
in Table II. 


These results show a greater num- 
ber of “long sentences” in the first 
paper than the second. Considering 
anything over 20 as a long sentence 
—the median length is between 10 
and 20—there is a difference of 5.6. 
That is, whereas the first paper has 
43.4 per cent, the second has 49.0 per 


en 
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cent, an amount greater by 13 per 
cent. 

Mr. Slomanson explained that 
Professor Kitson does not regard 
this test as absolute. 

“Nevertheless,” he said, “we must 
admit that in the long run, the 
chances favor a greater number of 
long words being associated with 
more enlightened people. 

“Measurements made by various 
vocabulary tests have shown there 
are more words in the vocabularies 
of the more enlightened; hence we 
might expect a greater number of 
long words there.” 


5 MILLIONS FOR 
RADIO CAMPAIGN 


Indianapolis, Ind., Feb. 19—As 
the basis for an organized drive to 
put an up-to-date radio receiving set 
in every home, office and factory, the 
National Federation of Radio Asso- 
ciations, meeting here, authorized a 
committee to solicit funds for co- 
operative advertising in news- 
papers, radio and magazines. 

The Radio Manufacturers Asso- 
ciation, the Radio Wholesalers As- 
sociation, the National Electric 
Light Association, power companies 
and the national broadcasting com- 
panies will be asked to participate. 

The Federation expects to raise 
at least $5,000,000 for a two-year 
program. The money will be used to 
inaugurate a weekly or semi-monthly 
program of great national interest, 
which will be advertised the preceed- 
ing day in large newspaper space. 

The plan also provides for a mag- 
azine schedule promoting the inter- 
ests of radio manufacturers, broad- 
casting companies and radio adver- 
tisers. 

A resolution which stated that 40 
per cent of the population of the 
United States resides more than 75 
miles from any broadcasting station 
rendering a regular program, peti- 
tioned the Radio Commission to per- 
mit the use of the 50 kilowatt maxi- 
mum by the leading broadcasting 
—" on the forty cleared chan- 
nels. 


Amos ’n’ Andy 
Lead Field in 
Radio Survey 


St. Louis, Mo., Feb. 19—The Pep- 
sodent program featuring Messrs. 
Amos and Andy has the greatest 
universal appeal, according to a 
survey recently made by the class 
in advertising of Washington Uni- 
versity under the direction of Ed- 
ward D. Nix. 

Six types of consumers were ques- 
tioned and Amos and Andy led in 
the estimation of mothers, house- 
wives, farm women, and the miscel- 
laneous class. This offering ran 
second in popularity with Washing- 
ton University students, while stu- 
dents of Iowa University failed to 
include it in their list of favorites. 

Washington University students 
placed Old Gold at the top of their 
list, while Rudy Vallee ranked first 
at Iowa. 

Atwater Kent was the second 
choice of mothers and the miscel- 
laneous field, while Collier’s Hour 
ran second with housewives. Farm 
women had no marked preference 
besides the Pepsodent program. 


Death Ends 
Long Illness 
of B. A. Bolt 


Byron A. Bolt, 50, sales manager 
for R. R. Donnelley & Sons Co., 
Chicago, printers, until he sustained 
a paralytic stroke three and one-half 
years ago, died in Chicago Feb- 
ruary 15. 

Mr. Bolt took charge of the Don- 
nelley sales force during the war, 
coming from a similar position with 
the Free Sewing Machine Co., of 
Rockford. His handiwork was evi- 
dent in the constant progress made 
after he assumed direction of sales. 

While Mr. Bolt was regarded as 
an expert in many phases of adver- 
tising, his unconquerable enthusiasm 
and optimism were the qualities 
most responsible for his considerable 
success. As one salesman put it, 
“You could go in to see him feeling 
you were licked and come out ready 
to put up a harder battle than 
ever.” 

Mr. Bolt staged campaigns for a 
number of national advertisers, in- 
cluding the Bradley Knitting Mills, 
Pittsburgh Plate Glass Company 
and others. 

He took an active part in organ- 
ization work, following the activities 
of the Direct Mail Advertising As- 
sociation with particular interest. 
He was also a member of the 
Chicago Advertising Council. 


Chain Tax Invalid 


The Georgia chain store tax is in- 
valid, the State Supreme Court held 
last week. It required chains to pay 
$50 for each store in excess of five. 

Cases involving the Indiana and 
North Carolina chain store tax are 
now pending in the Supreme Court 
of the United States. 


Form New Agency 


Bunting, Durkee & Leake have 
succeeded Earl Bunting and Asso- 
ciates, marketing counsel, and 
Charles C. Durkee, industrial engi- 
neer, at Portland, Oreg. 

The new organization will be 
known as “Finders’ Companies.” 


Frigidaire Starts Drive 

The Frigidaire Corp., Dayton, O., 
will spend $7,000,000 in 1931 refrig- 
erator advertising. The campaign 
began this week in Collier’s and 
The Saturday Evening Post. 


Two Join Ethridge 


Henry B. Wessendorf has joined 
the art staff of The Ethridge Com- 
pany, New York agency. Carl E. 
Hammond, food specialist, is another 
addition to the art division. 


Directs Brunswick Sales 


Carl T. McKelvy has become sales 
manager of the musical instrument 
division of the Brunswick Radio 
Corp., New York, succeeding A. A. 
Trostler, resigned. 


Represent “Dispatch” 


Ingraham-Powers, Inc., has _ be- 
come national advertising represen- 
tative of the Oneida ( Y.) Dis- 
patch, effective March 31. 


VvvvvVvVvvYV 


20.000 
STORE 
EXECUTIVES 


..- Presidents, General Man- 
agers, Controllers, Merchan- 
dise Managers, etc., of the 
country’s leading dry goods, 
department and men’s and 
women’s specialty stores. . . 
in FAIRCHILD’S LIST OF 
STORE EXECUTIVES. 


Alphabetically arranged by 
state, city and store. 


$35 a copy 
For specimen pages, etc., address: 
DIRECTORY DIVISION 


Fairchild Publishing Co. 
8 East 13th St. New York, N. Y. 
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WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that is art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE COMPANY, INC. @ FREDERIC NELSON PHILLIPS, INC. 
GRAPHIC TYPESETTING CORP. 


@® CAXTON TYPOGRAPHERS, INC 
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ADVERTISING AGE 


February 21, 1931 


O’Dea Opens Office One New, One Old 


After 16 years with Lord & 
Thomas and Logan, Mark O’Dea has 
formed his own advertising agency, 
with offices at 400 Madison avenue, 
New York. 


Gets Golf Club Account 

The Faith Mfg. Co., Chicago, has 
placed its golf club account with M. 
Glen Miller, of that city. Direct 
mail and business papers will be 
used. 


Account to Bredmeier 


The Art Stained Shingle Co., Buf- 
falo, has placed its national adver- 
tising with the Henry E. Bredemeier 
Advertising Agency, of that city, 
which will use newspapers East of 
Buffalo. 

The Ontario Biscuit Co., of Buf- 
falo, has returned to the Bredemeier 
agency after a year elsewhere. 


Controlling 
Factors 
Regular Chain Hdgqrs 
Voluntary 
Chain Hdars. 
Complete Food 
Stores 
(large centrally 
located) 


Wholesale 
Distributors 
(upper strata) 
Wagon Distribution 
ALL REACHED 

by problems. 


The New Era in 


Channels of Food Distribution 


Do They Speed or Retard the Flow 
of Your Products to the 


The extent to which you are able to obtain 
the enthusiastic co-operation of food distri- 
bution factors is measured by the knowledge 
they have of your plans and policies and the 
co-operation you extend to the trade. 

Why not explain your distribution pro- 
gram to those who are most interested in it? 

Write for folder on 


Consumer? 


food distribution 


FOOD DISTRIBUTION 


37 West Van Buren St., Chicago 


295 Madison Ave., New York 


N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrat 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


The ONLY hospital paper member 
of both the A. B.C. and A.B. P. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
-PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


HITCH WAGONS 
TO THE STAR OF 
CLEANLINESS 


One Campaign Prompts Several 


Others 


New York, Feb. 19—With general 
magazines as the backbone of the 
campaign the Cleanliness Institute 
will spend about $1,000,000 in na- 
tional advertising this year, Nelson 
M. Marshman, assistant director of 
the Institute, told the Advertising 
Study Club Monday night at a meet- 
ing in the club rooms of the Build- 
ing Trades Employees Association. 

For some years the Institute has 
been conducting an active campaign, 
using sizeable space in many of 
the larger general magazines and 
following up inquiries by mail. Mr. 
Marshman declared that the Insti- 
tute has more than justified its ex- 
istence by the results achieved in 
this campaign. ie 

In coupons included in the adver- 
tisements readers are asked to send 
for booklets on cleanliness, and the 
speaker declared that more than 
750,000 such coupons have been re- 
ceived and the same number of 
booklets distributed. These booklets 
concern bathing, cleanliness in the 
home, cleanliness as an aid to 
beauty, ete. 


Collateral Advertising 


An interesting point brought out 
by Mr. Marshman was the close 
tie-up of a number of large com- 
panies with the Institute’s campaign, 
through individual campaigns of 
their own. 

For instance, one of the series of 
booklets mailed to those sending in 
the coupons is titled “Book About 
Baths.” This suggests hot water, 
and many of the larger gas com- 
panies throughout the country have 
tied up their own community adver- 
tising with the national advertising 
of the Institute, stressing the need 
of adequate facilities in the home 
for heating water. 

Similar co-operation is given the 
Institute by manufacturers of bath 
tubs, bath room fixtures, towels, 
soap, etc. 


Mr. Marshman described the edu- 
cational work the Institute is do- 
ing in the public schools in connec- 
tion with the national campaign, 
and said that recognized authorities 
on child education are co-operating. 


HOW FOODS ARE ADVERTISED 


Five Percent of ALL FOODS 
Receive77.03% of all food advertising 


in S leading consumer magazines 
for January 1931 


—New Era in Food Distribution 


The Cleanliness Institute is a sub- 
sidiary of the Soap and Glycerine 
Producers Association, and its ac- 
tivities are financed by the members 
of this organization. About 85 per 
cent of all the soap manufacturers 
in the country are represented in the 
association, and they contribute on 
the basis of volume. 


Mosse Wins Medal 
for Barcelona Copy 


The gold medal award, highest 
honor of the International Exposi- 
tion of Barcelona, has been awarded 
to Rudolph Mosse, Inc. 

This agency handled the exposi- 
tion advertising throughout the 
world. 


Plan Three-Year 
Campaign for Oil 


A three-year campaign has been 
set up for the Amalie division of 
L. Sonneborn Sons, New York, by 
Street & Finney, of that city. 

National magazines, business pa- 
pers and direct mail will be used 
for Amalie Pennsylvania motor oil. 


Clark Adds to String 


The Thomas F. Clark Company 
has been appointed national adver- 
tising representative of the Shelby- 
ville (Ind.) Republican. 


Reed Made Editor 


Paul L. Reed has been appointed 
editor of Warm Air Heating, pub- 
lished by the Merchandising Pub- 
lishing Corporation, St. Louis. 


Cellophane for Camels 


The R. J. Reynolds Tobacco Com- 
pany is now packing Camel ciga- 
rettes in a Cellophane wrapper. 


Advertising 
Plates 


eP & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


<P & A” Service is evidenced in the 
eo-operation they give to customers 
—in the pressure they are capable . 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


7Zi2 Federal Street .- 


Chicago 


Daily Opposes 
Outdoor Tax As 
Discriminatory 


Altoona, Pa., Feb. 19.—The AIl- 
toona Mirror took up the cudgels for 
outdoor advertising in a recent edi- 
torial in which it declared that such 
a tax would be discriminatory. 

Said the Mirror editorially: 

“Taxing bodies, ever on the alert 
trying to find new sources of reve- 
nue, are apt to run amuck unless 
the intended victims are on the alert 
and are able to head off some of 
their schemes. 

“The suggestion is now made in 
certain quarters that the state im- 
pose a tax-on outdoor advertising 
structures. It is to be earnestly 
hoped that if such a proposal reaches 
the legislature during the present 
session, it will be promptly relegated 
to the waste basket. It is just 
another form of business-baiting, of 
which there is far too much already. 

“Newspapers, as a matter of 
course, are not supposed to advocate 
outdoor advertising and we might 
be expected to raise no objection to 
the imposition of such a tax. 

“But a candid and honest expres- 
sion must be to the effect that such 
a tax would be discriminatory and 
class legislation and would probably 
not stand the test of the courts even 
if legislation to that effect were 
passed. 

“Furthermore, it would be a tax 
on business enterprise. Outdoor ad- 
vertising occasionally mars _ scenic 
beauty, but on the whole it has 
developed the artistic touch and it is 
providing some very fine displays. 

“At the present time when busi- 
ness in general is struggling along 
under adverse conditions, it would 
certainly be poor public policy to 
impose a tax of this character upon 
enterprise. 

“On the contrary, it devolves upon 
our legislative and taxing bodies to 
do everything they can to encourage 
legitimate business and _ industry. 
The repeal of the state mercantile 
tax, about half of which is expended 
in its collection, would be more in 
line with sound public policy.” 


Appointed by Elhide 

The Elhide Company, Cambridge, 
Mass., has placed its advertising ac- 
count with Frank J. Reynolds & 
Staff, of Boston. Architectural and 
class publications and direct mail 
will be used for Elhide hand-split 
shingles and cedar fencing. 


R. P. Todd Moves 


After two years as Eastern ad- 
vertising representative of The Ar- 
chitectural Forum, Rutherford P. 
Todd has become Eastern advertis- 
ing manager of Interior Architec- 
ture & Decoration, New York. 


C. A. Ward Promoted 


Charles A. Ward has become gen- 
eral manager of Brown & Bigelow, 
advertising company of St. Paul. 
He has been with the company for 
seven years. 


Baker Picks Phelps 


The Baker Furniture Factories, 
Inc., Allegan, Mich., has retained 
George Harrison Phelps, Inc., as ad- 
vertising counsel. 
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February 21, 1931 


ADVERTISING AGE 


A Growing 
Progressive Field That 
Experienced 
Its Most Successful 
Season in 1930 


THE EXCLUSIVE ORGAN OF 


Ten thousand swimming 
pools, natatoriums, and 
beaches in the United States 
and new ones being built 
at the rate of a thousand a 
year. 

A huge market with a 
tremendous buying power, 
easily and inexpensively 
reached by 


THE INDUSTRY 
BEACH and POOL 
and AQUATICS 
Published by 


Hoffman Publications, Inc. 
114 E, 32nd St. 
New York, N, Y. 


ADVERTISING 


CALENDARS 


. Business Advertising Cal- 
endars. 
. Cooperative Dealer Calen- 
ars. 
. Agency Imprint Calendars. 


ae Postage Saving Features. 
. Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 


ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
“MANUFACTURING CO. 


ROANOKE, VIRGINIA 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 


in 


central two-thirds 


of Iowa. This includes 
newspapers published 
out of state as well as 


in 


Iowa—41 all told. 


REDUCE YOUR COST 


Fold 


by using Direct Mail- 


F SELLING (nite Pose Carus, 


Postage 


ers, Blotters, Booklets, Catalogs, etc., etc. 
and The M. TS «hi Hy 


ly since 1915—is entirely 


devoted to Direct Mail Advertising and Selling. 
Telle how to reduce selling cost. Full of sound 


and facts. $2.00 a 


leas, 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Po 


stage and Mailbag $ .ccth,, Si°¢' 


necti 


Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 


ment agency law, our methods are unlike any 
Other agency. 


PROFESSIONAL & OFFICE SERVICE 
(Agency) 


527 Fifth Avenue, New 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


on. While we operate under the employ- 


y 
Gurney ey Prop. 
ork Murray Hill 10488 


HOOVEN LETTERS, Inc. 


Estab. 1917 
100 Hooven Automatic Typewriters 


352 Fourth Ave., New York City 
Lexington 6162 
Horace H. Nahm, Pres. 


Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


Photostat Service 


Fr.a. RUSSO we. 


230 PARK AVE. 
60 E.42ndST. 


For Dependable 


509 FIFTH AVE. 
250 W. 57th ST. 
VA Nderbilt 9975-6-7 


PpAAAAA 


SELL BUSINESS 
PRINCIPLES TO 
IOWA GROCERS 


Get 85 Per Cent Distribution 
for Biscuits 


Des Moines, Ia., Feb. 19—Within 
two weeks after its first advertise- 
ment appeared in the Des Moines 
Register and Tribune, the Standard 
Biscuit Company, of this city, has 
obtained distribution through 85 per 
cent of the city’s independent gro- 
cers with satisfactory ratings on its 
new product, the Bit-O-Health 
cracker. 

The results are attributed largely 
to the method of merchandising the 
advertising to the trade, which 
prefaced the presentation of the 
campaign with the suggestion that 
grocers concentrate on the sale of 
specialties from which they derive 
70 per cent of their profit but only 
30 per cent of their volume. 

The company, which has never ad- 
vertised before, manufactures a gen- 
eral line of packaged bakery goods, 
has been established 15 years and is 
rated at $500,000. Except for the 
extreme southern States, it operates 
through the entire middle west from 
Detroit to Salt Lake City. It sells 
direct to independents only, and 
guarantees 24-hour delivery from 
branches located in principal cities. 


Faced Hard Problem 


In planning the introduction of 
the Health-O-Cracker, a whole wheat 
cracker to which is added vegetable 
concentrates, the company and the 
Chas. H. Touzalin Agency, Chicago, 
faced some discouraging facts. 

Other such products had recently 
been promoted without satisfactory 
results. This fact, coupled with the 
disinclination of grocers to stock 
items for which there was not 
proven demand, made it apparent 
that distribution would be hard to 
get. 

It was decided to sell the dealer 
a proven business principle as a pre- 
lude to the presentation of the mer- 
chandise. This is the way it was 
done: 

The salesman’s portfolio telling 
the story of the product and the ad- 
vertising behind it was entitled “A 
New Merchandising Idea.” The first 
page read “70 per cent of your busi- 
ness is on staples. 30 per cent is on 
specialties. The 30 per cent sales of 
specialties earn 70 per cent of your 
profits.” 

The salesmen were coached on 


how to elaborate on the theme that 
the independent who wanted to make 
money would have to build up his 
sale of specialties and concentrate 
his advertising and resources on 
them at the expense of staples he 
sold in straight price competition 
with chains and other independents. 


Analyze Stock 

They were also instructed to check 
over the grocer’s entire stock, and 
point out to him where he was losing 
money by stocking too many brands, 
resulting in “left-overs’” which 
would have to be closed out at cut 
prices, and by carrying brands that 
chains were selling at a lower price. 
The angle emphasized here was that 
grocers had been depending too 
much on goods they thought would 
sell themselves, whereas the profit- 
able course would be to expend a 
little judicious effort on specialties 
and exclusive brands. 

The salesmen were told to bring 
up the subject of the Bit-O-Health 
cracker only when the grocer had 
expressed his determination to tread 
the specialty path to profits, where- 
upon the salesman turned the page 
to begin the story of Bit-O-Health 
and the consumer advertising which 
would help the grocer sell it. 

The campaign, which led many 
dealers to place orders before the 
first advertisement appeared, con- 
sisted of a morning and evening in- 
sertion each week for six weeks in 
the Register and Tribune. Three 
1,000-line advertisements and one 
each of 600 lines, 500 lines and 300 
lines were scheduled. 


Feature the Flavor 

The pleasant flavor of Bit-O- 
Health was emphasized in the ad- 
vertising. How this vegetized cracker 
helps mothers and housewives when 
children refuse to eat vegetables 
that are good for them and when 
there are mid-meal lunches to pro- 
vide, received secondary emphasis. 
The health appeal was last in order 
of emphasis but first from the 
standpoint of text. 

The company is distributing 100,- 
000 individually wrapped crackers 
as samples. These are pro-rated to 
grocers according to the size of their 
orders. As an inducement to in- 
crease the order, the company also 
offered grocers a counter display 
piece holding a box of crackers and 
a supply of explantory folders. 

Grocers in prominent locations, 
on street car lines, etc., were offered 
a window display if they would buy 
five times. the minimum order. 
About fifty displays have been in- 
stalled to date. 

The campaign on the Bit-O-Health 
cracker will be gradually extended 
to include other cities radiating from 
Des Moines until trade territory 
limits are reached. The company 
will follow the same general plan 


for advertising other specialties. 


NATIONAL ADVERTISING IN NEWSPAPERS 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATION WANTED 


Advertising 
Sales Promotion Manager 

Thoroughly trained in advertising 
and sales promotion. An organizer. 
Good detail and office manager. 
Publisher of magazines and former 
advertising manager of medical 
magazine, well known weekly paper, 
medical mail order house, baking 
powder company. Medical college 
education, know orthopedic appli- 
ances. Earnest worker and volume 
producer. Age 44, married. Box 
87, ADVERTISING AGE. 


YOUNG LADY wants position in 
circulation department of business 
paper. Experience on A. B. C. pa- 
pers. Can also handle stenographic 
duties. Can furnish best of refer- 
ences. Box 55, ADVERTISING AGE, 
Chicago. 


ARTIST-CONTACT MAN, cre- 
ates and sells. Original, versatile, 
all mediums. Thorough practical ex- 
perience in all reproductive proc- 
esses and production of printing and 
litho; desires connection where such 
experience and ability essential. 
Box 54, ADVERTISING AGE, Chicago. 


Richards Heads 4A 


Screen Committee 


Guy H. Richards, of McCann- 
Erickson, Inc., New York, has been 
appointed chairman of the newly 
created committee on screen adver- 
tising of the American Association 
of Advertising Agencies. 

Other members are R. L. Stro- 
bridge, Newell-Emmett Company; 
A. E. Bonn, Hanff-Metzger, Inc.; 
Stacy W. Page, Batten, Barton, Dur- 
stine & Osborn; J. A. Brennen, 
Campbell-Ewald Company; Walter 
R. Hine, J. Walter Thompson Com- 
pany; L. G. Meads, The Blackman 
ompany, and Randall W. Borough, 
Lord & Thomas and Logan. 

The objectives of the committee 
are to work with motion picture 
producers and distributors on struc- 
tural, creative and distribution prob- 
lems in the new medium. 


Qa 


Agency Elects Hofsoos 


Emil Hofsoos, who has been direc- 
tor of research and merchandising 
for MacManus, Inc., Detroit, has 
been elected a vice-president of 
Ketchum, MacLeod and Grove, Inc., 
Pittsburgh agency. 

He succeeds Ernest T. Giles, re- 
signed. 


Patterson Joins Donnelley 


Thomas K. Patterson, formerly 
Chicago representative of Architec- 
York, has joined Lee H. 
Donnelley & Co., Cleveland adver- 


tising agency, as account executive. 


Eleventh District 
Will Meet March 2 


The ninth annual convention of 
the Eleventh District, Advertising 
Federation of America, will be held 
at Denver March 2 and 3. The Cos- 
mopolitan Hotel will be the scene. 

Morris Townsend is in charge of 
the convention program, which will 
oe the form of a better business 
clinic. 


W. F. Wakeman Dead 

Wilbur Fisk Wakeman, who pub- 
lished the American Economist in 
New York from 1889 to 1926, died 
in that city February 13 after a 
brief illness. He was 74 years old. 

He published and distributed the 
campaign literature for the Repub- 
lican national and congressional 
committees in five campaigns. 


Has Candy Account 
The A. G. Morse Candy Corp., 
Chicago, has placed its account with 
Lethrige, Inc., of that city. 
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“As the Twig 
is Bent— 


so the Tree’s Inclined”’ 


ee a 


How easily your advertis- 
ing message is read and 
er by teen-age girls. 
At this impressionable age, 
their lifetime buying pre- 
ferences are formed. © 


An attempt to change such 
a preference, later, requires 
the force of a vastly more 
expensive Campaign. 


Therefore, more than forty 
national accounts are using 


AmeriéanGirl 


THE MAGAZINE FOR ALL GIRLS 


Published by Girl Scouts, Inc. 
670 Lexington Ave., New York 
Chicago 
POWERS & STONE, Inc. 
First Nat'l Bank Bldg. 


N. E., N. Y. {except N. Y. C.} 
Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 
Philadelphia 
HARRY E. HYDE 
548 Drexel Building 


Member A.B.C. 


IN JANUARY 
Loss in 

1930 1931 Lineage 
New York 3,520,092 2,747,118 772,974 | ture, New 
EE EET 1,431,909 281,604 
Philadelphia ............. 913,476 812,155 101,321 
SE RI Sapo aetcra NONE OR Ad 1,077,216 735,196 342,020 
Cleveland 895,106 694,569 200,537 
OI asco das snot sicinaigccappteccsscice 815,760 658,340 157,420 
Boston. ............ 1,729,310 1,297,607 433 FO cers 
Baltimore ........ se scacuishdlsdtae Rit cane 828,982 725,812 103,170 | — ne 
SE |. ME 1,019,508 $4508 | ee 
Buffalo 524,759 374,909 149,850 | — ee 
Gan Prancised ...... LEE 894,175 $32,166 | 
Milwaukee Re 685,370 459,510 225,860 | ee 
TMNRUIEIIR, UG, pce cssctcensceceisicasnssconsv tec 742,294 635,780 65 
Cincinnati 7 638,148 506,772 131,376 | ne 
NID ssc Tasca takchinclcadats 677,947 528,494 16,48) 
Seattle el 413,715 379,332 34,383 | — ee 
GR EERE en ea iord 542,460 416,499 196.360 eS 
Denver 304,473 257,454 47,019 | eee 
Providence 435,242 352,934 33 OS 
Columbus 406,879 314,681 92,198 | ee 
Louisville 623,420 379,910 538 
St. Paul 630,742 513,688 117,054 | cesses 
Oakland 375,760 807,132 643 EE 
Omaha 299,152 837,015 *37,863 | ee 
Birmingham 445,074 344,106 100.668 (=e 
Richmond 323,134 227,472 95,662 | execs 
Dayton 496,524 327,642 166,868 (= 
Houston 455,924 358,316 97,608 | 
Des Moines 523,002 355,615 167,887 (= 
Totals 23,786,263 18,393,650 5,392,613 

*Gain. 


—New. York Evening Post 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


“everybody reads the news 
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ADVERTISING AGE 


’ 


February 21, 1931 | 


Coming 
Conventions 


Feb. 26-27. Fifth District, Adver- 
tising Federation of America, at 
Huntington, W. Va. 

March 2-3—Eleventh District, Ad- 
vertising Federation of America, at 
Denver, Colo. 


March 3—Annual get-together of | 


Export Managers Club of New York 
at Hotel Pennsylvania. 

April 27-29—Semi-annual meeting 
of Association of National Adver- 
tisers in Detroit. 

May 11-13—Spring meeting of As- 
ciated Business Papers, Inc., at Hot 
Springs, Va. 

May 15-16—Advertising Affiliation 
at Hamilton, Ont. 

May 27-29—Annual convention of 
National Foreign Trade Council in 
New York. 

June 14-18—Annual convention 
Advertising Federation of America 
in New York. 

June 21-25—Annual convention 
Pacific Advertising Clubs Associa- 
tion at Long Beach, Cal. 

June 29-July 1—Annual meeting 
Scuthern Newspaper Publishers’ As- 
sociation at Asheville, N. Car. 

Sept. 1-4—Associated Sign Con- 
tractors of North America at Min- 
neapolis. 

Sept. 14-18—Financial Advertis- 
ers’ Association in Boston. 

Oct. 4-7—Insurance Advertising 
Conference at Toronto. 

Oct. 7-9—Direct Mail Advertis- 
ing Association at Buffalo. 

Oct. 22-23—-Audit Bureau of Cir- 
culations in Chicago. 


Joins “The Forum” 
Arthur F. Chapin has been ap- 
pointed New England representative 
of The Forum. He will make his 
headquarters in Boston. 


GALAXY OF TALENT SMILES FOR PHOTOGRAPHER 


Here is the first picture of the new executive board of the Chicago Advertising Coun- 
cil, O. C. Harn, chairman of the Council, sits in the center of the front row, with two 
predecessors, Homer J. Buckley and Max A. Berns, on his right and left, respectively. 


Boehm Heads Aero Club . 


Hubert F. Boehm, prominent 
member of the Greater Buffalo Ad- 
vertising Club, was recently elected 
president of the Aero Club of 
Buffalo. 


To Advertise Tiles 


The Ludowici-Celadon Company, 
Chicago, manufacturer of roofing 
tiles, has appointed Anderson, Davis 
& Hyde, New York agency. 


Daily Reminder 
| Advertising 


To KEEP your advertising 
message alive, to keep your 
merchandise or services con- 
stantly before your prospec- 
tive customers and present 
clientele ...that is the dual 


problem in salesmenship that is solved largely by 
the new medium of advertising featured here. 


Booklet Crcleades 


Made is the “something 
under P 
Patent advertiser long has 
No. 
1788441 


new and different” that the 
sought. It offers seventy-five 


percent utility and twenty-five percent adver- 


tising. Because of its attractiveness and utility, 
the Booklet Calendar is kept, displayed, and 
referred to every one of the three hundred and 
sixty-five days in the year. No other advertising 
medium is so favored. 


For further 


information about this 


medium of advertising as a possible 
application to your business, address 


th Acorn Press 


1214-16 Howard Street, Omaha, Nebraska 


———— 


WITH “DAILY MAIL” 


—Bachrach Photo 


W. B. Harbud 


Mr. Harbud has succeeded Regi- 
nald A. F. Williams as business 
manager of the London Daily Mail 
Atlantic Edition. He was formerly 
assistant to C. S. Millikin, adver- 
tising director of the Associated 
Newspapers, Inc. 


Sperry Outlives 
Old Associate 


Only 7 Months 


Frederick A. Sperry, 66, one of 
the founders of Critchfield & Co., 
Chicago advertising agency, died in 
Chicago February 17 of pneumonia. 

E. E. Critchfield and Mr. Sperry, 
associates before founding the 
agency in 1892, resigned as presi- 
dent and vice-president, respectively, 
in 1920. Both, however, found com- 
plete retirement boresome, and re- 
turned to service a few of their old 
accounts until called by death. Mr. 
Critchfield passed away in July last 
year. 


Mr. Sperry specialized in adver- 
tising to farmers. He was particu- 
larly successful with incubator ac- 
counts until the growth of the baby 
chick business wiped out the farm 
market for such equipment. The 
M. M. Johnson Incubator Co., Clay 
Center, Neb., and the Des Moines 
Incubator Co., Des Moines, Iowa, 
were two of his best known accounts 
in this field. 

Other advertising successes for 
which he was given credit were the 
White Frost refrigerator, the Camp- 


United Kingdom 


Is Best Customer 
Washington, D. C., Feb. 12. 
—The United Kingdom re- 
placed Canada as the largest 
importer of American goods in 
1930, the Department of Com- 
merce reports. 

Russia, the only country in- 
creasing its purchases, went 
into third place. While Can- 
ada fell from the lead in pur- 
chases, she continues to be the 
largest supplier of the United 
States. 


Newspaper Copy 
Contest Heralds 
Chicago Series 


The Advertising Council of the 
Chicago Association of Commerce 
has announced plans for its first an- 
nual newspaper advertising contest, 
the first of a series to cover. every 
field of advertising. 


The contest closes May 1 and the 
entries will be on display during the 
early part of May, at which time 
awards will be announced. There 
will be five awards: for the best 
campaign, the best single advertise- 
ment, the best illustration, the best 
piece of copy and the best layout 
and typography. 


The only stipulation is that the 
advertising must be prepared in Chi- 
cago and published in a Chicago 
newspaper between April 30, 1930 
and April 30, 1931. 


Frederick P. Seymour, of Hor- 
der’s, Inc., is chairman of the com- 
mittee in charge, other members 
being William P. Trefny, vice-chair- 
man, the Chicago Herald & Exam- 
iner; Leo'J. Abrams, Daily Illus- 
trated Times; J. A. Hartley, Chicago 
Journal of Commerce; Howard A. 
Jones, Albert Frank & Co.; L. R. 
Northrup, Batten, Barton, Durstine 
& Osborn; Alfred T. McCrary, Chi- 
cago Evening Post; J. M. C. Pease, 
Chicago Evening American; Fred 
Shafer, Chicago Tribune, and Paul 
Watkins, Chicago Daily News. 


bell fireless cooker and the Kala- 
mazoo stove. 


Mr. Sperry was a member of the 
Chicago Athletic Club and a resi- 
dent of Oak Park, a Chicago suburb. 
He is survived by the widow, a 
daughter and two sons, one of the 
latter being Donald D. Sperry, rep- 
resentative of Good Housekeeping 
in the Chicago territory. 


Gardner Tells 
How to Produce 
Industrial Copy 


The buyer of an industrial product 
is purchasing performance and not 
machinery, said Walter H. Gardner, 
advertising manager of the Cater- 
pillar Tractor Company, Peoria, II1., 
in a talk before the Chicago Adver- 
tising Council February 20. 

The meeting was held jointly with 
the Engineering Advertisers’ Asso- 
ciation, and the speaker was intro- 
duced by J. R. Hopkins, of the Chi- 
cago Belting Company, representing 
the E, A. A. 

“The user of a tractor,” Mr. Gard- 
ner explained, “isn’t purchasing 20,- 
000 pounds of steel or 60 horse- 
power at the drawbar. He is buying 
performed work, service, utility. 
That is what we must talk to him 
about. 


“The pitfalls that industrial ad- 
vertisers are likely to fall into in- 
clude these: trying to be literary, 
and thinking of winning Harvard 
awards instead of selling goods; 
working in a hurry, under too much 
pressure, in order to meet closing 
dates; working for the boss, to 
please him, instead of the man whd 
pays the boss; advertising to our 
competitors instead of to our cus- 
tomers and prospects. 

“The only way to confound com- 
petition is to go out and get the 
business, and that is by talking to 
the individual buyer. We can put a 
lot more power into our copy if we 
write it for an individual instead of 
for a large group. Talk and sell 
directly to an individual prospect. 

Represent the User 

“Instead of getting the engineer- 
ing or the production slant into our 
advertising, let’s rather represent 
the user. We must translate engi- 
neering facts into terms the buyer 
will understand. He wants to know 
if our product will do it better, 
quicker, cheaper. 

“Instead of showing our tractor 
from the front, we are now picturing 
it for our advertisements from be- 
hind and above, so as to emphasize 
the work it is doing more than the 
product itself. Action pictures are 
the best kind of testimonials. Don’t 
talk about what’s inside the ma- 
chine, but what it will do. 

“Localizing your story makes it 
timely. We use the sectional and 
state farm papers to advertise the 
Caterpillar tractor because it’s im- 
possible for us to tell a general story 
that is valid everywhere. We resist 
the temptation to syndicate our farm 
story, and specialize it to the special 
needs of the farm groups in each 
state. We have eleven different farm 
books, referring to as many different 
crops, and appealing to as many 
different groups of farmers. We’ve 
found that much the best way. 

“Don’t allow yourself to sidetrack 
a vigorous selling talk to an indi- 
vidual in favor of an oration to a 
multitude. Hook your finger into the 
prospect’s coat-lapel and talk turkey 
to him. That’s the way to change 
printed matter into reading matter.” 


Group Makes Change 


The Clayton Organization, New 
York, has assumed the management 
of the men’s list of the Newsstand 
Group, while the C. H. Young Pub- 
lishing Co., New York, is in charge 
of the women’s list. 

Western Love Stories has been 
added to the men’s list. 


Hollis Opens Agency 

A. P. Hollis has resigned as ad- 
vertising manager of the QRS-De- 
Vry Corporation, Chicago, to enter 
the agency business. He has opened 
offices at 20 West Jackson Blvd. 


Represents Red-E-Data 


James Mason, Chicago, has been 
appointed mid-western representa- 
tive of Red- E-Data, Inc., Philadel- 
phia, a sales engineering service. 


Appoint Ingraham-Powers 


The Florence (Colo.) Citizen and 
The Greeley (Colo.) Tribune-Repub- 
lican have appointed Ingraham-Pow- 
ers, Inc., national advertising repre- 
sentative. 
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